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Sales Makers! 


ADE like a bicycle—strong, 

durable and safe! Can be 

ridden on the sidewalk— 
appeals instantly to children from 
6 to 10 years. Popular seller already 
—and ripe for a big year! 


Immediate Delivery! 











eee No. 11—Without Brake 
— No. 12—Hand Brake 
Autos No. 13—Coaster Brake 
Coasters See them and other features 
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The ‘“‘House Committee’ ~ 
As the guests examine and discuss the hostess’ new silverware service, ) 
the desire to possess a similar set of “Ancestral” or “Anniversary” or ——— = 
“Ambassador” grows and crystallizes. But it’s the husband who signs Saree 
the check and he must be “sold” on the desirability of a new equipment. oe. 
The advertising of 1847 Rogers Bros. Silverplate, during 1926, is aimed : eS 
primarily at the husband—but every wife is going to listen in, too. It’s Ps Pg cg arc 
a new advertising slant for silverware. We suggest you watch out for in aaa une caes ame 
it—and cash in on it! eS ae | 
..  1847ROGERS BROS. .... -- 
NEW YORK e INTERNATIONAL S1tveR COMPANY 
CHICAGO or Canaba, LiMiTED 
SAN FRANCISCO S I L V E R P L A py E HAMILTON, ONTARIO 


P= INTERNATIONAL STLVER zs) 








Published Weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. S. A. 
Entered as second clase matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. 8. A.) 
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HE name “Greenlee” on a tool means 

more than a mere brand. It means 
that every operation on it was performed 
by Greenlee workmen in the Greenlee 
plant, and that the entire Greenlee or- 
ganization is behind that tool to see that 
it performs in accordance with the Green: 
lee standard of excellence. 


The growing realization that the name 
“Greenlee” on a tool is a stamp of quality 
does not prevail because of chance or ac- 
cident. It has come as a result of years of 
steady growth in the particular lines pro- 
duced by this company, and because ser- 
vice for the user has always been the key- 
note of every operation in the manufac- 
ture of these products. 


But service for the user is more than 
that. It is the most effective service for 
the dealer that can be performed. De- 
pendable goods make satisfied customers, 
and satisfied woodworking tool customers 
not only make repeat orders for those 
articles, but aid in the upbuilding of good 
will which is reflected in the general sales. 


Write for Catalog No. 27 on Augers, Auger Bits, Chisels, 
Gouges, Draw Knives, Etc. 
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Stock 
SIMONDS 
Crescent-Ground 


Cross-Cut Saws 











They Sell Quickly 





Demand is the reason why hardware dealers every- 
where are carrying the nationally known SIMONDS 
Crescent-Ground Cross-Cut Saws. Quality is the 
only reason why men who use cross-cut saws get 
better satisfaction when they use Simonds Crescent- 
Ground. These are the fastest selling cross-cut saws 
in the world. That means rapid turnover of stock 
and more profit to you. 


Write for catalog and prices. 


Simonds Saw and Steel Co. 


ESTABLISHED 1832 


FITCHBURG, MASS. 


February 11, 1926 
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Oscar of the Waldorf 


reads Popular Science’ 
—and uses tools 


secon NOON Le 


wat 


The Home Workshop of Oscar of the Waldorf on his great farm at 
New Paltz, N. Y., where he finds recreation in using tools 


—_—* . , 2 


SCAR is the famous host of the 
Waldorf-Astoria—the world’s fore- 


most hotel. 


“Oscar of the Waldorf” ...part and 
parcel of Fifth Avenue... “immaculate, 
smiling, suave!” Kings have decorated 
him. Financiers call him friend. 

But at New Paltz, N. Y.,where Oscar has 
his great farm, they know another Oscar. 





Manufacturers Help You Sell 


These manufacturers are helping you 

in the sale of their products,through 

their own advertising in the pages of 
Popular Science Monthly: 


Henry Disston & Sons, Inc., Philadelphia, Pa. 
Fayette R. Plumb, Inc., Philadelphia, Pa. 

North Bros. Mfg. Co., Philadelphia, Pa. 

Yale & Towne Mfg. Co., Stamford, Conn. 

Brown & Sharpe, Providence, R. I. 

Goodell Pratt Co., Greenfield, Mass. 

E. C. Atkins & Co., Inc., Indianapolis, Ind. 

S. C. Johnson & Son, Racine, Wis. 

L. S. Searrett Co., Athol, Mass. 

Nicholson File Co., Providence, R. I. 

Sargent & aay yg New Haven, Conn. 

The Peck, Stow & Wilcox Co., Southington, Conn. 
Millers Falls Co., Millers Falls, Mass. 

Simonds Saw and Steel Co., Fitchburg, Mass. 
Prentiss Vise Co., New York, N.Y. 
Sherwin-Williams Co., Cleveland, Ohio 

Trimont Mfg. Co., Roxbury, Mass. 

Snap-On Wrench Co., Chicago, III. 

Mathias Klein & Sons, Chicago, Iil. 

yonghen & Bushnell Mfg. Co., Chicago, Ill. 

H. K. Porter, Inc., Everett, Mass. 

The David Maydole Hammer Co., Norwich, NewYork 
Clemson Bros., Inc., Middletown, N.Y. 

Every tool product advertised in Popular Science 


Monthly is guaranteed after test and approval by 
the Popular Science Institute of Standards. 

















There he is Oscar, the 
Master Craftsman. 
Proud of his tools, his 
shop, his handiwork! 


Oscar reads Popular 
Science Monthly, and in 
the March issue an inter- 
esting story tells how he 
uses tools. Oscar writes, 
“I get many suggestions, 
for creating things with 
tools, from the ‘Home 


MONTHLY. 












Workshop’ section of your fascinating 
publication”. 

And so, in your own neighborhood, 
men read Popular Science Monthly for 
helpful suggestions. They learn what to 
make and how—and turn to you for 
tools to work with. 

You will find in every issue eighteen 
pages on The Home Workshop. These 
and other pages are working for YOU: 
for the hardware retailer, jobber and 
manufacturer. 

No other magazine is serving its readers— 
and the hardware industry—in this way. Get 
Popular Science Monthly and see for yourself 
how this magazine influences sales of good tools, 
builders’ hardware and paint. 


Send for March Issue 


Let us send you a free copy of the March issue 
of Popular Science Monthly. Just drop a line on your 
business letterhead, to POPULAR 
SCIENCE MONTHLY, 242 Fourth 
Avenue, New York. 








Seat Se 
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Machine Screws 
Stove Bolts 
Tire Bolts 


American Screw Co. 


PROVIDENCE , RII. 


WESTERN DEPOT 
225 ‘WEST RANDOLPH ST., CHICAGO, ILL. 
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It’s Buying Time for the Poultry Raiser 
It’s Selling Time for You 


Now come the big turn-over months for poultry fence and other 





poultry supplies. 


Made and 
Stretches Every new born chick suggests the need for netting. And netting, 
Like Farm in turn, suggests the need for other profitable items in your stock. 


F. , , , 
ae Today in your trade territory scores of potential buyers are figur- 
ing their requirements. _ Tomorrow they will buy. 
And, while it is buying time for the poultryman, it also is selling 
time for the dealer. Now is the time to go after this profitable trade. 
Make U. S. Poultry Fence your leader. It will bring new cus- 
tomers to your store and put money in your cash register. 
U. S. Poultry Fence appeals instantly, even to the inexperienced, 
because it is made and stretches like farm fence, requires neither 
top rail nor baseboard, costs less “put up” and, makes a neater, 
more lasting fence. 


Representative jobbers all over the country maintain complete stocks. If you 
do not know the U. S. jobber in your territory, write us for his name. 





Indiana Steel & Wire Company 


Muncie, : : Indiana 
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REG us pat OFF 


Everybody’s 
been askin ag 


“When can Ihave DUCO 
lo BRUSH ON at home?- 








AT 
TIME.. 
iéodt DRIES FAST AND LASTS 











a 
oS 
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® DUCO is to come into 
the home through 
your store... 


An enormous consumer advertising cam- 
paign in national magazines is announc- 
ing this fact ... get ready. 

Write or wire for details of the “GET- 
STARTED” ASSORTMENT. Either 
this coupon or a telegram will receive 
prompt attention. Be the first in your 
community to supply DUCO in handy 
home containers. 








E. I. DU PONT DE NEMOURS & CO.., Inc. 
3500 Gray’s Ferry Road, Philadelphia, Pa. 

Please send details of the ‘‘Get-Started”’ Assortment. .. Duco 
for handy home uses. 


MADE. BY Gl PJND se ee sssseeeeennneseneecevaneeeennnenssetee —_— sia 
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Serving the public 


through established, 
responsible channels 


oa. buyers prefer to purchase from responsible 


stores. They want freedom of choice and 
certainty of service. 





In the early days of the widespread introduction of 
electrically operated domestic laundry equipment it 
seemed that washing machines were the exception— 
that the canvasser was to be more successful than 
the merchant. 


But Horton never doubted the ultimate dominance 
of store distribution—the wisdom of serving the public 
through responsible channels. 


The last five years has shown the wisdom of this 
policy, as Horton sales have increased at a rate half 
again as fast as that of the industry as a whole. 


1925 proved it incontrovertibly, for Horton sales 
gained five times as fast as those of the whole industry. 


With the com rehensive plans already formed for 
a new high mark of cooperation and with the growing 
momentum of the public preference for store distribu- 
ted washers and ironers, 1926 will set a new record 
of profit for Horton dealers. 


HORTON MANUFACTURING COMPANY, 1024 Fry Street, FT. WAYNE, IND. 


(Established 1871) 
(Washers 


HORTON frre: 


Ss OLD > ss ¢ STORES 
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ALL IN ONE~ 


Walker, Stroller and Genuine Kiddie Kar 


é; IDDIE KAR STROLLER, one of the new items 
OFC of the 1926 WHITE LINE, is characteristic of 
WHITE products in quality of construction 

and originality of design. 

The best way to see KIDDIE KAR STROLLER and 
other brand new items is to call at our New York 
office, Room 448, Fifth Avenue Building. 

If you are not visiting the New York Toy Fair 
in February, it will pay you to send for sample. 


| H. C. WHITE COMPANY 


North Bennington, Vt., U.S. A. 
New York Sales Office: Fifth Avenue Building 
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NOW-A PERFECTED 





BRUSHING, 


LACQUER 


Rogers is one of the oldest and most highly re- 
spected “‘quality’’ marks in the paint industry. On 
this new Brushing Lacquer it guarantees a product 
that is right—matured in the laboratory—a brush- 
ing lacquer as it should be— in every respect. Test 
it yourself for quick drying—brushing out—cover- 
ing. Won't “pick up” the undercoat. 


“Dries While You Wait" 








BROSHMING 


ACQOER 


Be: 
ta 
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BRUSHING LACQUER 


’ 








Nationally 
Advertised 







Gu arantee 


Try Rogers. If you are not 
more than satisfied, return 
what remains in the can to 
your dealer. He is authorized 
to refund the entire purchase 


price. 









We are placing a big national advertising campaign 
behind Rogers Brushing Lacquer—large space in 
colors. To show our faith in the product we are 
publicly making the above guarantee. You can 
make it, too, to your customers. Find out about 
the perfected brushing lacquers. Write us for 
further facts. 


Detroit White Lead Works, Detroit, Mich. 


Makers of Highest Grade Paints, Varnishes Colors cquers 
** DRIES WHILE YOU WAIT’”’ 














BROSHING 


ACQO 











Centerville Hardware Co. 


(Incorporated ) 
c R. ALDEN, Manager 


Contenviile, So. Dak. 


Dazey Churn & Mfg. Cow, 
St. Louis, Moe 


Gentlemen: 


Late in the Fall one of the hardware men that calls 

on us had one of the sample Sharpits with him, and. 

we were very conservative and ordered two. When they 
arrived, the writer took one of them to the house, and 
put it up on the window freme, sharpened every knife 

in the house, and made up his mind that it was the 
finest little sharpenér that had been on the market. 

We ordered a box by mail, and every time the salesman 
Calls on us, give him an order for a vox and quite often 
mail order besides. 


We have a Sharpit set up on the end of our counter at 

all times and Nave butcher knife and pair of shears 

handy so that we can demonstrate just what the little 
machine will dew If we cannot make a sale right out, 

we try to get them to teke one home, even going so far 

as to tell them to take it home, sharpen all their knives, 
and bring it back next time they are in, but they never . 
come back. 


We make a practice of sharpening every butcher knife we 
sell before it is turned over to the customer. 


Yours very truly, 


CENTERVILLE HARDWARE CO. 


BOP: CRALR ___ 
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From Raw Materials to Finished Products 


The above is a Sample Display of WICKWIRE 
BROTHERS Products, each product being made in its 


entirety—from raw material to finished goods by our 
own workmen—in our own plant—under our personal 
supervision. Open hearth steel used exclusively. 


This assures an unvarying quality which has char- 


acterized WICKWIRE BROTHERS Brands of Wire 
Goods for over 50 years. 


Special attention is directed to WICKWIRE 
BROTHERS Poultry Netting and Fencing made in 
three styles: Hexagon, Graduated and “W. W.” All 
three are furnished galvanized after or galvanized be- 
fore weaving. 


_ We suggest that you obtain these goods from your 
jobber, who is authorized to stand back of every trans- 
action whether you order a single roll or a hundred. 


secceee 


seeceesess 








ocean emma rn ae 
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Tappmg The Centers 


The success of the large daily newspapers 
has been attributed to their ability to TAP 
the news centers of the world. 


HARDWARE AGE is the most complete 
hardware business paper in the field 
because its editorial forces are large 
enough to TAP the news centers of the 
hardware world. 


Editorial forces are located at New York, 
Chicago, Cleveland, Pittsburgh, Boston, 
Philadelphia, Cincinnati, Detroit, 
San Francisco and London. 


The editors are practical hardware men 
with actual experience. : 


That is one reason why the editorial pages 
of HARDWARE AGE have becomea power 


throughout the hardware trade. 


HARDWARE AGE 


239 WEST 39th STREET 
NEW YORK CITY, NEW YORK 
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The above advertisement will appear during 
the month of March in Woman’s Home Com- 
panion, Liberty and The Christian Science 
Monitor—reaching more than 5 million people 











THE OSBORN MANUFACTURING COMPANY 
CLEVELAND, OHIO 
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Know Them by the Blue Handle 
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“BY 


FLOOR 
VARNISH 


A Letter 
From THe ArcuiTects 
Here is a letter from Sieg & Mc- 
Daniel, one of the leading architectural 
firms in Memphis, designers of the Jones 
house shown on this page. 

Memphis, Tenn., October 2, 1925. 
Pratt & Lambert, Inc., 

Buffalo, N. Y. 
Gentlemen: 

Responding to your request for fur- 
ther definite information as to the exact 
number of people who went through 
the house designed and built by us in the 
section known as *‘ Belleair Woods,’’ 
for Mr. Frank G. Jones, we regret that 
we are unable to give you exact figures. 

We did, however, keep a careful 
check the first week and by actual count, 
the number was 24,756. Itisacon- 
servative estimate that not less than 
36,000 people passed thru the house dur- 
ing the two weeks it was on exhibition. 

As we previously advised you, ‘*61”” 
Floor Varnish was used thruout on all 
the floors, and it is a pleasure and satis- 
faction to repeat that the varnish did 
not show any appreciable signs of wear. 
We consider this a really practical floor 
varnish test and the most severe one that 
has ever come to my attention. 

Many people commented mpon the 
way the floor finish steod ap under the 
unusual wear to wKich it was subjected. 

White it is our usual practice to write 

mamma EE JB ‘only ‘‘open’’ specifications, we have 

TT OT OE OO DI TT TO Oa "OO TO Fak aie! | determined to specify and use nothing 

but ‘*61°” on floors, after witnessing 

this remarkable demonstration of the 
durability of ‘*61°”’ Floor Varnish. 

If we can give you any further infor- 
mation we shall be glad to do so. 

Yours very truly, 
Sieg & McDaniel, Architects 
RLS:KB by R. L. Sieg. 

‘61°’ Floor Varnish is only one of 
hundreds of varnish products manufac- 
tured by Pratt & Lambert-Inc. Out- 
standing among the others are Vitralite, 
the Long-Life Enamel, for all white en- 
amel work, (interior and exterior) and 
‘¢28°° Preservative Varnish, for interior 
trim. Whatever your varnish and en- 
amel requirements, be they household, 
architectural or industrial, there is a per- 
fect Pratt & Lambert finish for all — 
76 years’ studying, manufacturing and 
testing make that a logical fact. Let us 
help you with your finishing problems. 

And remember, ‘*61°’ Floor Varnish 
stands the hammer test! You can prove 
that to be a fact. 
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Sieg & McDaniel, A Architects Drawn by W’. J. alaerd , “Copyright rg2o, P 


36 O00 “feo pple " went throu igh this house 
pes ve the durability 7 61 Floor Varnish 


N° LESS than thirty-six thousand The popular rubbed effect may be easily 
people tramped over the floors of and quickly obtained On fooreagend wood- 
this beautiful home in Memphis, = ;, 
‘Tennessee, during the tw 
open to public inspe ‘ 
finished with “‘61’’ F its mar- 
still in good condition 
exhibition. See letter 
The properties of *“€ 
which enable | it to with: 



























































nishes and mabe it an 
Ordinary varnishes may 
may be waterproof, but! 
a tough, inherent elasti 
suitable for floors. 

‘61’ Floor Varnish is 
and wear-resistant but poss ; 

di b Ww P ‘d tt & Lambert Varnish Products are used by 
ordinary beauty. ater alu OMer liquids, painters, specified by architects and sold by paint 
hot or cold, do not spot or turn it white. and hardware dealers everywhere. 


Pratt & LamsBert-Inc., 114Tonawanda St., Buffalo, N. Y. | 
Canadian Address: 2 Courtwright St., Bridgeburg, Ontario. ; 


PRATT & LAMBERT-VARNISH PRODUCIS 
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The standard Meis- 
selbach ‘“Takapart.”’ 
Quadruple multiply- 
ing, tubular frame, 
capacity 100 yds., 
$7. 
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Wherever Anglers Gather 
Meisselbachs are Known—and Sold 


N casting tournaments, in casting clubs, on fish- 
ing trips everywhere, Meisselbach Reels have 


been preferred by critical fishermen for nearly 40 
years. 

Why? Smooth running, quadruple action, just 
the right weight, no backlash, precise workman- 
ship and chosen materials—German silver, bronze 
and phosphor-bronze bearings. Guaranteed for- 
ever against defective materials or workmanship. 

Many keen merchants have found that the 
Meisselbach line makes an ideal quality leader for 
their reel and tackle business. And increased facil- 
ities, aggressive magazine advertising to 420,000 
sportsmen, and practical store helps will make it 
an even better buy for you now. 

Order from your jobber or write us for’ samples, 
prices and discounts, now. 


THE A. F. MEISSELBACH MFG. CO., Inc. 
Sales Offices and Factory— Elyria, Ohio 







The Veteran Reel 
for Veteran Fishermen 










The husky ‘“‘Nep- 
tune” for musky or 
salt water fishing. 
Free spool with au- 
tomatic drag, capac- 
ity 200 yds. Bake- 
lite end plates. $22. 


19 











The Meisselbach 
*“*Rainbow’’—$5. 
Lightest and strong- 
est reel for fly fish- 
ing ever designed. 


THE A. F. 
MEISSELBACH 
MFG. CO., Inc. 


120 Taylor St., Elyria, O. 


Send me samples of 
Meisselbach Reels, with 
prices and discounts, and 


your plan that will help my sales. 
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Weed out the 
unnecessary items 











EEE 











Raise a larger crop of profits 
by simplifying your shell stock 


[ 


OES your shot-shell stock include some unnecessary 
items—some types of shvlls that virtually duplicate 
others you handle, some loads so nearly like others you 
carry as to be the same ballistically? If it does, weed out 


The US Simplified, Shot-Shell Line includes every- 
thing needed for a well-rounded-out stock of 12, 
16 and 20 gauge shells. The loads cover every 
shooting need. The specifying of standard powders 
is provided for. As shown below, the three shells 
are the particular types in popular demand. 


Ajax Heavies: ‘‘Loads of Power”’ 
for long-range use. Loaded with 
latest type of progressive-burning 
powder. 











those unnecessary items! By so simplifying your stock, 2% Bede 
you can reduce your overhead, increase your turnover— 
and add to your profits. 

An easy way to simplify your stock is to confine your The Climax: A high-grade, smoke- 
purchases to the shells and loads in the US Simplified less shell for all general shooting. 
Shot-Shell Line—a line consisting of only three shells and Medium-priced. All standard 
one-tenth the old list of loads, yet complete in every smokeless ye a 

a 


respect. In short, a line really simplified—and one that 
offers you reduced list prices on many loads. 





UNITED STATES CARTRIDGE CoO., 111 Broadway, New York 


General Selling Agents: National Lead Company, Boston, Buffalo, Chicago, 
St. Louis, Cincinnati, San Francisco; United Lead Company, New York, Phila- 
delphia; James Robertson Lead Works, Baltimore; Merchants Hardware Spe- 
cialties, Ltd., Calgary, Alberta, Canada; Fraser Company, Montreal, Canada. 


Simplified 
SHOT-SHELL LINE 


The Defiance: A quality shell at 
a low price. Red-paper case. 
Loaded with No. 2 Smokeless 


powder. 
77 Loads 











0S 
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Reg. U. 8. Pat. Of. 


BALL BEARING 


ROLLER SHATES 




















ALL SET THE ONLY 
FOR SPRING? ROLLER 
NOT IF YOU SKATES 
ARE SHORT THAT SELL 
OF — IN QUANTITY : 
ROLLER we : YEAR AFTER | 
SKATES me. 508 YEAR : 


SPECIAL LARGE ROLLS 





PLAIN BEARING 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 


ESTABLISHED 1854 INCORPORATED 1864 
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Don't Let Your Distributors Forget. 


Why should hardware dealers remember 
that you are in business if you don’t ever- 
lastingly remind them? Why should they 
buy your merchandise — or sell it with 
intelligence, enthusiasm and conviction 
—unless you keep them “sold” upon its 
selling qualities? 


Advertising 1s an economical means by 
which you can remind retail and whole- 
sale hardware dealers that you make goods 
that they can buy and sell with profit. 
Consistent dealer advertising pays good 
dividends. 


Keep hardware dealers constantly re- 
minded of your products and their selling 
points by regular sales messages in their 
“news-business paper — 
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The Outstanding Leader 
of an Outstanding Line/ 








The only shell on the market espe- 
cially designed in load, wadding and 
case construction to produce the 
maximum efficiency of progressive 
burning powder. Its longer range, 
higher velocity, and unequalled kill- 
ing power at extreme distances as- 
tonishes shooters used to ordinary 
loads. The H. V. Shell is loaded to 
a velocity equivalent to 3% drs. of reg- 
ular bulk smokeless—a _ super-maxi- 
mum load that can be used in any gun 
that will handle the regular standard 
maximum load. Peters dealers are 
cashing in big on shooters’ interest in 
® High Velocity Shells, ® “Tack- 
Hole,” 22 L. R. Cartridges, and ® 
High Velocity Big Game Cartridges 
with Peters Protected Point Expand- 
ing Bullet (pat’d) and no-foul bullet 
jackets. 


ETERS High Velocity Shells have proven their 

popularity with shooters. They have shown tre- 
mendous sales increases for dealers in all parts of the 
country because every new sale means a permanent 
customer and an enthusiastic booster for these sensa- 
tional game-getters. These shells demonstrate une- 
qualled range and killing-power that makes the boys 
come back for more every time. 


Worthy companions in the ® line are Target—a tried 
and true field and trap load in bulk or dense powder 
loads; Victor—a lower priced smokeless shell of ® 
quality; Referee—the clean-shooting, semi-smokeless 
shell that gives your black powder shell shooters the 
effective velocity of smokeless powder at black powder 


prices. 


Fach of these shells has a-particular demand. They do 
not duplicate each other except in the quality of their 
®) construction. With these four shells you can meet 
the shooting requirements of every sportsman who 
enters your store. You give him the load he wants 
plus the superior shooting quality of the ® Brand. 
Four outstanding shells—all standard load combina- 
tions—low investment—quick turnover. 





Write for the ® dealer plan and name of the 
® jobber who will supply you with this fast- 
selling line of high-grade ammunition. 


THE PETERS CARTRIDGE COMPANY 


DEPT. A-22 
NEW YORK 


EL ELS 


AMMUNITION 


CINCINNATI LOS ANGELES 
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No. 2 MASHIE IRON No. 4 
No. 1 MID-IRON CLEEK No. $ 


DRIVING IRON MASHIF 








S It’s time to be 


0,W / thinking of skates 


With the first breath of spring and the 
earliest robin, roller skates will appear on 
the sidewalks. 

Children are thinking of them now—and 
they are thinking of KoKoMoS. They have 


Gentlemen . The climax shown their preference unmistakably in the 


past, and will demand KoKoMoS within a 


in club making 9 the few weeks. 


How is your stock of KoKoMoS? Can you 


Burke Stainless lrons supply the skate with the truss frame con- 
struction, the “rocking chair” movement 
are now ready help 





and the red disc around the hub? 


Write today for the KoKoMo Cata- 


you increase your sales. ———<_ 


KOKOMO STAMPED METAL CO. 
KOKOMO, INDIANA 




















They are Rustless, 
Stainless, many times 
stronger than steel 
and are perfectly de- 
signed and shafted by 


BURKE 


For Details, Prices, etc., Write 
THE BURKE GOLF CO., Newark, Ohio 





TAYLOR-TOT 
COMBINATION 

BABY-WALKER, GO-CART 

AND COASTER-CAR 


With seat adjustable in height, TAY- The service rendered parents by this 
LOR-TOT grows as baby grows from famous ‘‘Baby Specialist’’ is never 
. No.6 _ No. 10 6 months to over 3 years old—is first forgotten—nor is the store that sells 
SPADE MASHIE No. 7 PUTTER(_ Stightty a wonderful Baby-Walker that scien- them. Profits every day in the year 
MASHIBE NIBLICK No. 9 oo tifically teaches baby to walk, then —no dull season. Nationally adver- 
PUTTER in turn a Go-Oart (with TAYLOR tised. Oash in on the big demand. 

No. 8 . Tongue), and a 4 wheel Coaster-Car Prices F.O.B. Cincinnati. 
NIBLICK that steers like an auto and won’t TAYLOR-TOT ....... $40.00 a dozen 
upset. TAYLOR Tongue .... 7.50 a dozen 

(Less 5% in lots of 6 dozen) 
Retail price $4.95 ($5.95 West of Denver), $1.00 additional with 
TAYLOR Tongue. 


THE FRANK F. TAYLOR CO. 
Norwood, Cincinnati, Ohio 
Write for details on these new products: 
TAYLOR-WAG, Taylor DOLL-TOT, Taylor GO-BI-BI. 
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Those familiar with the art of bait-casting can see the sport degenerating and 
sinking to lower depths than were prevalent at its inception many years ago. 
Take the bait-casting rod for illustration—its length has steadily been shortened 
until its usefulness as a fishing rod is just about nil. 

Manufacturers who take little or no pride in their calling are now selling little 
clubs, some as short as two feet long and have the audacity to call them—bait 
casting rods. 

They are not casting rods at all, as one cannot possibly cast with them—the 
lure is merely thrown like one would throw an apple from a stick. 

There is no action to them—all the action coming from the angler’s arm and 
shoulder. 

These things that by courtesy have been called casting rods are used extensively 
in Florida and other southern states. 

When questioned as to why they use these little sticks, the users thereof reply 
—‘‘We have to fish where there is a lot of brush and we do not have room 
to swing a long rod.”’ 

They, of course, have never used a long rod and do not know that it can be 
used in places where the short rod would be impossible. 

Other evils must follow the short stick—a heavy line must be used—also a 
lure that is too heavy to catch fish with to any great extent, a most ineffective 
combination. 

Men who use this impossible stuff do not know the pleasures to be had by 
using the proper tools. Your interest as a tackle dealer demands that you 
acquaint your trade with the proper kind of tackle for mastering this most 
effective method of taking game fish. 





This snarl-proof casting reel is to all appearances, and in actual fact, equal 
in design, materials and workmanship to any other high-grade reel made. The 
only difference is a simple centrifugal device revolving within the reel arbor— 
a little policeman who raises his hand at the proper moment and stops a snarl] 
from stepping in. 

Dealers should rig up this reel with line for demonstration and if there is 
not room for you to actually cast, just hold the reel in one hand with thumb 
off of line, and with the other give the end of line a hard jerk. You will 
see that while the line will unwind and apparently snarl, it can be readily 
stripped off, rewound and ready for another demonstration. Then try this 
with any other reel and see what happens. 

Like all other reels, the Al. Foss Easy Control Bait-Casting Reel will 
“back-lash” under careless handling. But the line wi/l not become snarled, it 
will readily strip from the spool for rewinding and continued casting. 

Specifications :—The No. 3-25 is nickel silver, with jeweled end thrust bear- 
ings. Capacity 50 yds.—14 Ib. test line. Double balanced handle; pyralin 
grips. Quadruple multiplier with click. Screw off oil caps. Spiral gears. 
Pivot bearings of high-grade non-wearing bronze. All steel parts of best tool 
steel drill rod. Spool shaft of hardened tool steel. Has metal arbor 7%” in 
diameter, making it unnecessary to build up the spool with a lot of dead line. 
End plate diameter 2”. Length of spool 154 Weight 8 oz. Leather case. 


AL. FOSS, 9514 Quincy Avenue, 





Sliding Backwards 





Originator, Patentee and Manufacturer of the Pork Rind Minnow 


JAZZ WIGGLER /75c. 
Y% oz. 3/0 or 5/0 hook 
% oz. 5/0 hook only 





JAZZ 
WIGGLER, 
or % oz... 







SHIMMY 
WIGGLER, 
. $1.00 


1% or % oz. 


45c—Bass, Musky 
and Fly Spinner 
sizes 





ORIENTAL 
WIGGLER, 
1% or % oz..$1.00 
All Red, 
All White, 
or Red and White 







LITTLE EGYPT 
WIGGLER, 
Weight, % oz.75e¢ 


Cleveland, Ohio 
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Hand in Hand 


advertising and lower sales cost 


It is to the buyer’s interest to know that goods are sold 
economically for he pays the cost of selling just as he 
pays for the cost of manufacturing. 


That’s why more and more buyers are scrutinizing sales 
methods of manufacturers, for they know that excessive 
sales costs mean either higher prices or shrinking quality. 


The seller who clings to antiquated, expensive methods of 
selling is no more entitled to patronage than one who runs 
an out-of-date factory. 

Machinery has cut costs and standardized products in man- 
ufacturing and the machinery of advertising is accom- 
plishing similar benefits in selling, for advertising in publi- 
cations such as this one, is not an added expense, but an 
improved means of communication that takes the place of 
slower and more costly methods. 


These are demonstrated facts and thinking buyers are rec- 
ognizing the advantage to them of encouraging progressive, 
economical sales methods, such as have been adopted by the 
companies represented in the advertising pages of thisjournal. 


The advertising these companies are doing not only cuts the 
cost of selling, but it increases production volume, stand- 
ardizes quality, and is a guarantee of good faith. 

Write us about anything you desire to know about business 
papers or the fields they cover. 


CLL LL CL EN. tt a 





The 
ASSOCIATED BUSINESS PAPERS, INC. 


“Member of The Associated Business Papers, Inc.”? means proven 


circulations PLUS the highest standards in all other departments. 


: Headquarters, 220 West 42nd Street, New York City 
Over 120 Publications Reaching 54 Different 
e be Fields of Trade and Industry 











This publication is a member of the A. B. P. 








5 RR I op rarer ey 
Fav fae} be NT ene TILA A 
RS ee ee 





= 


AUAAAAOUAAAAAMANDAAMAAAAADADAAOOAAANAAAODAAAADADAAAAAAAAAAAANDAAAAAAAUAAAAAAAAOAMAAAADOND 


February 11, 1926 








































































































| 





















































Odee}) {HTT 


S quality is always a first considera- 
tion with us we know that the metal 
used in our rivets is absolutely “right’’ 
to start with. This is also true of the 
fabrication of the metal into the fin- 
ished product. As proof of these state- 
ments we invite a comparative test of 
the driving and setting qualities of our 
rivets with those of other make. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


dhe largest 
ac in the 
orld deasiod 
lo the manu~ 
facture of 
Jubular and 











TUBULAR RIVET & STUD 
COMPANY 





BOSTON 
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3 New Profits 






Model F 4 
Power 
driven, 

shown filing 
ahand saw 


FOLEY 2e SAW FILER 


and Rotary Saw Set 


Foley Saw Tools file a saw in five minutes, 
set it in one minute! They give a perfect 
spacing and alignment of teeth that cannot 
be equalled by the most expert hand filer. 
Will also re-tooth a saw. Files hand, band, 
back, meat, circular and other saws. Made 
in both hand and motor-driven models. 


Make these extra profits: 1. Build up a big 
business filing saws for carpenters, con- 
tractors, builders, woodworkers, butchers, 
schools—anyone who uses saws. A demon- 
stration in your window draws a crowd 
and gets business. 2. Your reputation for 
speedy, expert saw filing will draw trade 
and increase regular business. 3. You can 
sell Foley Saw Tools to many builders, con- 
tractors, woodworking plants, factories, etc., 
at a handsome profit. 


Fill in and mail the coupon or write today 
for full details and our Dealer’s Proposition. 


FOLEY SAW TOOL CoO. 
251 Foley Bldg. 
912 E. Lake St., Minneapolis, Minn. 





eo 

: 

Foley Saw Tool Co., 251 Foley Bldgzg., + 
912 E. Lake St., Minneapolis, Minn. - 
Please send me full details and your Dealer's Proposi- i 
tion on Foley Saw Tools. - 
| 
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| SALER SAWS 
A Lifetime Saw 
ATKINS No. 53 


Here is a saw that appeals to high class 
mechanics for general carpentry work. 
It is the most popular saw on the 
market today. The blade is genuine 
SILVER STEEL, taper ground. 
Atkins exclusive damaskeen finish. 
Skew back, regular or ship pat- 
tern. Improved Perfection 

































handle of applewood, em- 
bossed, highly _ polished. 
Fastened to blade with three 
nickeled screws and medal- 
lion. 


Retails for $3.45 each in 
26” length to the con- 
sumer east of the 
Rockies; slightly 
higher price west. 
Ask for dealers’ 


prices. 








Other Popular Patterns 


This is our best Saw. The Four Hundred 
Preferred by expert carpenters. Furnished in 
regular pattern, skew back; ship pattern, skew 







\ 








back; regular pat- S 
tern, straight back; = A 
ship pattern, straight SS rz ima © 7 









back. Fitted with 

I ‘ Atkins No. 400 
mproved Perfection ; 

H dl e h For high grade carpenters who 
andie whic pre- want the best that money and 

vents wrist strain skill can produce. 











Another popular saw; a companion 
to No. 53 Straight back, regular 













or ship pattern. Silver Steel blade, Atkins No. 65 
fitted with Improved Perfection ee 
Handle. a Straight Back Saw. 












The No. 51. Made of Silver Steel, regular or 
ship pattern. Applewood handle of the old 
style block pattern, polished and embossed. 






Bom - ow 
ee 
4+ Anh 


Atkins No. 51 


Preferred by carpenters who 
desire the Old Style Handle. 











Order a Stock from Your Nearest Source of Supply 


E.C. ATKINS & COMPANY 










ESTABLISHED 1857 . The Silver Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 






Paris, France Vancouver, B. C. 
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239 West 39th Street, New York City 





























Croontents 


Trade Winds By Llew S. Soule 
Meeting the Specialty Store by Segregating Related Items 


Containing some worthwhile suggestions for increasing sales through 
intelligent display methods. 


Holiday Displays Build Prestige 

An Echo of the “Glorified Peddler” Campaign 

How a Boston Firm Gets the Builders’ Hardware Trade 
How Soedler Takes the Backache Out of Wash Day 

5,000 Manufacturers Exhibiting at Toy Fair 

Kurzhals’ New Toy Department 

Novel Advertising Features Aluminum Counter 

Sells Fifty Outboard Motors Yearly 


Causes of Increasing Costs of Distribution Discussed 
By Hardware Council 


“Glorified Peddling” _and Distribution Discussed by Missouri 
Retailers 


Important Topics Discussed by Texas Hardware and 
Implement Dealers 


Pacific Northwest Retailers Hear Installment Plan 
Condemned and Praised 


Methods of Increasing Sales Stressed at Kentucky 
Convention 


Factors in Successful Retailing Featured at Indianapolis 


Making Better Hardware Merchants, Slogan of West 
Virginia Convention 


The Hardware Council By Saunders Norvell 


DEPARTMENTS: 
Current News Trade 


General Market Information 
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BRANCH OFFICES 


Chicago, 1507 Otis Building; Pree, 1OCe Park Building; Boston, 425 


Park Square Building; Philadel phia, 


2 Widener Building : Cleveland, 


589 Guardian Building; Cincinnati, 904 First National Bank Building: 


Detroit, Basso Building, 7338 Woodward Ave. ;: 
Street; London, England, 11 Haymarket, S. 


San Francisco, 320 Market 
WwW. 1. 


SUBSCRIPTION Prices—United States, its possessions, Canada, Mexico, 
Central America, South America, Spain and its colonies, 1 year, $3.00; 
2 years, $4.00. Foreign countries, not taking domestic rates, i year, ? = 


Single copies, 25c. each. Subscription remittance should 
Check, Post Office Money Order, 
payable to HARDWARE AGE, New York. 


xpress Money Order or Bank Drafte 








Bringing the Conven- 
tions to You 


Every hardware merchant owes it 
to his business and to himself to 
attend the convention of his hardware 
association. It sometimes happens, 
however, that pressure of business 
makes it impossible for him. When 
he cannot attend his convention, the 
next best thing is to bring the conven- 
tion to him, and this is precisely 
what HARDWARE AGE is endeavoring 
to do in this issue. 


In this number you will find com- 
plete reports of five important conven- 
tions held at various points through- 
out the country. These reports con- 
tain information that can be trans- 
lated into dollars and cents. It’s up 


to you! 





What Readers Say 
About Us 


“HARDWARE AGE is well worth the 
money.” 
(Signed) V. McKINNEY, 
Charlotte, Mich. 


“IT think it is a splendid idea to have 
salesmen and clerks read HARDWARE AGE, 
as it will keep them in touch with other 
clerks who are making the hardware re- 
tail business interesting to their em- 
ployers.”’ (Signed) F. W. BROSIG, 

Navasota, Tex. 
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ERE is more selling punch in 
| peetete the eye of a prospect 
with a sample McKinney hinge in 
one of the many new finishes than 


there is in satisfying his ear with 


low figures. 


McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 
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: Are We 
Going 
L Backwards? 


Beautiful 
But Dumb 


Expensive 
Warehousing 








LLEW S. SOULE 


N the development of merchandising we have had, according to the Mer- 

chants Service Bureau of the National Cash Register Co., first peddlers, 
then hucksters, followed by storekeepers and now merchants. ‘‘Some say,’ 
the Bureau continues, ‘that one of the reasons why peddling is such a problem 
today is because so many retailers are still in the storekeeper class.” 

The storekeeper sits back and waits for trade. He usually keeps the store, 
but the store does not keep him. After dropping a lifetime of savings in a 
losing venture, he usually ends up by going to work for someone else. 

Meanwhile the merchant goes after business and ‘fights’ for trade. 

Also, the peddler goes after business and fights for it. Peddlers are better 
trained than are retail salesmen; their bosses take more interest in them than 
do merchants in their clerks. 

As a result peddlers are using “merchandising methods,’ while many so- 
called merchants are using storekeeping methods. 

Hence the question: Are We Going Backwards? 


IID you ever see a mail order catalog that did not quote prices? How 
many orders would such a catalog bring in? 
You re right—it probably wouldn‘t bring in a single order. 
A catalog is the show window of the mail order house. Yet it must carry 
prices in order to sell goods. 
Isn't the same thing true of your show windows? 
We call display windows and show cases “'silent salesmen.’ In most 
cases they are so silent they are actually dumb. Put in a few show cards and 
price tickets, and let them talk a little. Most of your customers are not familiar 
with the deaf and dumb alphabet. 


WELL known merchandising engineer, talking before a hardware con- 

vention recently, said: “It has been my experience that in the average 
hardware store, the customer does not come in contact with more than ten 
per cent of the stock.” 

We see no reason to doubt his figures. In fact our own experience verifies 
his statement. It means that the merchant with a $20,000 stock is merchan- 


dising $2000 worth of it, and warehousing $18,000 worth. 
Since the average store is in a good location where rents are high, it looks 


like mighty expensive warehouse space. 


31 
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Meeting the Specialty Store by 





The method used in separating its displays is shown in the above photograph taken in the store of the Kimball- 
Upson Co., Sacramento, Cal. 


This Method of Display Is Growing in Favor, as Those Who Are Experi- 


menting with Departmentization Are Finding It Increases Sales 


are influenced by this tendency of the age more 

than we realize. In the general field of retail 
business the tendency toward more and more spe- 
cialization is quite obvious to anybody who has taken 
the trouble to observe it, indeed in many respects it 
is almost impossible to overlook. 

The day of the general storekeeper has past, and 
in his place has come a number of highly specialized 
selling organizations, such as the chain and depart- 
ment stores, the five and ten cent stores, and what 
is familiarly known as specialty shops. Mass pro- 
duction and intensive and highly organized selling, 
of which advertising is a part, have made possible 
a higher material standard of living, but at the same 
time they have produced an economic situation which, 
unquestionably, has tended to make life more com- 
plex, difficult and competitive than it was a genera- 
tion ago. Whether this is an altogether desirable 
situation has yet to be demonstrated conclusively by 


human experience. 


"Lue is an age of specialization, and most of us 


Hardware Store Changing 


But whatever the attitude of the individual may 
be in this matter, he is confronted with a condition 


and not a theory, and therefore, he must necessarily 
conduct himself in accordance with the oldest instinct 
of human nature. The majority of men must conform 
to the customs of their time, and in an age of spe- 
cialization the demand is for the specialist. 

There are some economists who entertain the 
opinion that the hardware store as our fathers under- 
stood the term is a thing of the past, or that it is 
in the process of passing. Wtih this opinion we 
cannot entirely agree, although we are willing to con- 
cede that the old type of hardware store, while 
continuing to function, has been forced by circum- 
stances to alter its policies and methods of selling 
which, in the majority of cases has been to the 
advantage of the individual store, and a benefit to 
the community at large. 

The modern hardware store is an efficient selling 
unit composed of a number of different departments. 
The hardware merchant today when he thinks of 
merchandise has it classified in his mind, and or his 
beoks as general hardware, builders’ hardware, house- 
furnishings, cutlery, electrical specialties, toys, paint, 
and so on indefinitely, according to the size of his 
establishment and the number of different lines car- 
ried in stock. 
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Segregating the Related Items 
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Reilly Brothers & Raub, Inc., Lancaster, Pa., has found that segregation of articles has been an essential element for 
the success of its displays 


As a result of this there now is a tendency, which 
is becoming quite noticeable, to subdivide the divisions 
which have already been made. It is definitely a move 
in the direction of greater specialization, which is 
being taken in the hope that it will tend to simplify 
stocks and to make possible more intensive selling. 
If it is successful it probably will increase production 
and facilitate the speed of distribution in many 
articles which are now relatively slow turning. 


Segregating the Items 


As a concrete example of this we may mention that 
a certain hardware store in the western part of the 
United States is experimenting with intensive spe- 
cialization, or more accurately, segregated selling, 
which the management of this store believes will 
materially increase its stock turn. While this form 
of selling is in the experimental stage, we have been 
asked not to publish the name of the store. 

The method that is being tested is to group or 
segregate certain articles such as cameras, thermas 
bottles, electric fans, oil cans, anvils, one particular 
type of knife, etc., and to display each one of these 
items separately in a prominent place in the store, 
usually on a table that stands alone in the center of 
the foor, and to offer these items to the public at at- 
tractive prices, in one grouping at a time. Each 


day this store has a special sale on one thing only. 
That is to say, it will hold a special sale, on a certain 
day, of thermos bottles. These will be segregated in 
@ favorable place in the store and will be attended by 
a clerk specially coached to sell thermos bottles and 
nothing else for that one day. The thermos bottles 
are segregated on the books, and in so far as possible 
in the minds of the clerks, as constituting a separate 
and distinct department of the store. This is being 
done with a number of articles, in the belief that, 
by so doing faster turnover of each article will be 
possible. 
Working Out Well 


Thus far, the test has been going on for several 
months, it apparently is working out satisfactorily. 
How the records will show up at the end of the year 
remains to be seen. 

In two of the illustrations accompanying this ar- 
ticle several groupings are shown, which have been 
found particularly successful for display purposes by 
Reilly Bros. & Raub, Inc., Lancaster, Pa. These 
illustrations in themselves to some extent show the 
tendency of which we have spoken toward segregating 
articles, and also toward grouping more or less related 
articles in one section or department. The same is 
true of the other photograph taken in the store of 
Kimball-Upson Co., Sacramento, Cal. 
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é< NEVER pass 
J truss Chi- 
cago without 
visiting the statue 
of Lincoln by St. 
Gaudens,” said the 
late Franklin K. 
Lane. “It is to me 
all that America is 
physically and spir- 
itually. I look at 
those long arms 
and legs, large 
hands and _ feet, 
and I think they 
represent the phys- 
ical strength of 
this new country, 
its power and its 
awkwardness. Then 
I look up at the 
head and see quali- 
ties which have 
made the Ameri- 
can—the _ strong 
chin, the noble 
brow, those sober 
steadfast eyes. They were the eyes of one who saw 
with sympathy and interpreted with common sense. 
They were the eyes of earnest idealism limited and 
checked by the possible and the practicable. They 
were the eyes of a truly humble spirit whose ambition 
was not a love for power but a desire to be supremely 
useful. They were the eyes of compassion and mercy 
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Holiday Displays 
Build Prestige 


and deep understanding. They saw far more than 
they looked at. They believed in more than they saw. 
They loved men, not for what they were, but for what 
they might become. They were patient eyes which 
challenged the nobler things in men and brought out 
the hidden largeness. They were humorous eyes that 
saw things in their true proportions and in their real 
relationships.: They looked through cant and the 
little vanities of great and little men. They were the 
eyes of unflinching courage and an unfaltering faith 
rising out of sincere dependence upon the Master of 
the Universe. To believe in Lincoln is to learn to look 
through Lincoln’s eyes.” 

The anniversary of the birth of Abraham Lincoln 
is to be generally celebrated throughout the country 
on Friday, February 12. In honoring his birthday, 
hardware men are not only doing honor to one of the 
most illustrative figures of American history, but are 
also doing a public service in helping inculcate a last- 
ing spirit of patriotism in the youth of their commun- 
ity. 

As a tribute to the memory of Lincoln, thousands of 
hardware merchants throughout the land, will install 
suitable window and interior displays having this as 
their keynote which the commemoration of one of. 
America’s most beloved figures. 

It is a splendid thing when a hardware store can 
pause long enough from the grind of business to 
pause long enough to give a thought to things that 
are not only patriotic and inspirational, but which 
serve to show that business is not conducted for the 
exclusive purpose of accumulating money. Why not 
recognize the anniversary of Lincoln’s and Washing- 
ton’s birthdays by appropriate displays. 





Luring the Women’s Trade 


canvassers, chain stores, department stores, etc., 

to take away from the hardware man at least 
a part of his rightful heritage—the sale of kitchen- 
ware and household supplies—the hardware store 
which will fight back for this business can usually 
keep it. 

For example, the Phillip Gross Hardware and 
Supply Co., Milwaukee, has made every effort to cater 
to a women trade and was gratified last spring when 
a survey showed them that the great majority of their 
customers were women. Practically all of the cus- 
tomers entering their housefurnishing department, 


|: spite of the strenuous efforts of house-to-house 


located on the third floor of their store, were women, 
and the efforts made to induce women to come to 
this section are similar to those used by any of the 
big department stores. During the past year six 
large household ware sales were held, all of which 
were very successful. A live list of housewives is 
also circularized at frequent intervals and daily news- 
paper advertising is regularly used to call attention 
to the department. 

As a result of these methods, the sale of kitchen- 
ware, ovenware, tableware, glassware and similar 
items last year ran to approximately between $80,000 
and $90,000, while the stock averaged about $12,000. 
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An Echo of the Glorified 





HARDWARE AGE 


Peddler Campaign 














VERY day we receive evidence that the campaign 


ee Os 


we purchased from retail stores and we paid less money for them at the a 
iC . stores,” <h ~, i 


es “coming to see that it is to their advantage to buy from the retail stores, 


mo cow likewing arn pared the annoyance. of answering the doorbell oe "—3 





_ “Stores Sell For Less Than, 


SS SOR meet: ete fe di 


_ Canvassers,” Says Well- 
known Authority — ‘sas Si 








- “The consumer can get better merchandise for the same money, or or Ps a 

* goods of equal quality for less money at the retail store than from 
house-to-house canvassers or agents;” declares Dr. A. P. Haake, the a 
well-known economist formerly of the University of Wisconsin, speaking c 
at the Annual Convention of the Wholesale Hardware Association at. 


Atlantic City. 


Dr. Haake cites numerous examples to prove his contention that there 
is no real economy in buying from canvassers. “It is a fact,” he declared, 
“that household brushes and hosiery which we purchased from agents 
and canvassers were actually inferior to the brushes and hosiery which | 


Dr. Haake expressed the firm belief that housewives are rapidly | 


for not only can they get better value for the money expended, but 
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Newspaper Backs the Merchant with a Full Page of Publicity 
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This enterprising newspaper published the above full 


K in behalf of the retail merchant against the system 
which employs the Glorified Peddler, originated 
and waged by HARDWARE AGE, is bearing fruit. 

From the very start the merchants of the country 
realized that we had hit upon a fundamental problem— 
one that vitally concerned them. Chambers of Commerce 
and local trade organizations were soon aroused and 
wrote to HARDWARE AGE offering their cooperation and 
asking for ammunition. Local newspapers gave freely of 
their editorial columns to further the good work. 

Here we have a sample of what a big newspaper has 
done in a big way to bring people to a realization of the 
fact that “Stores sell for less than the canvasser.” 


page advertisement in its Sunday edition of November 29, 
quoting from the address of Dr. A. P. Haake, delivered 
at Atlantic City Convention last October. 

The publishers of the Flint Journal knew that Dr. Haake 
knew what he was talking about—that as an economist he 
had investigated the subject and arrived at the facts. 

What have you done to bring the facts to the attention 
of editor of your local newspaper? Show him this page 
and get his reaction. 

A newspaper is published in the interests of the people, 
and it is to the interest of the people to know that THEIR 
DOLLAR BUYS MORE AT THE STORE THAN AT 


THE DOOR. 
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In this window there is a 
whole builders’ hardware 
story. It was installed by 
George H. Trombly, for 
the J. B. Hunter Co., Bos- 
ton, Mass. The keynote is 
the globe in the center, 
and the photographs on 
the revolving pedestals 
showing buildings in vari- 
ous States and countries, 
the hardware for which 
was bought at Hunter’s. 


In the background is a 
map, on which colored 
tacks mark the locations 
of fifty Boston buildings, 
likewise equipped with 
hardware from Hunter’s. 
The balance of the dis- 
play is hardware mounted 
on display panels. Did it 
sell builders’ hardware? 
It did. A similar window 
will do as much for you. 
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Boston Firm Steps Out sittin) jo” | pe) 
of Routine and Gets the | 1 ua a 
Builders’ Hardware Trade 


Blue | | 50 Buildings 
Carefully Planned Window Shows Exactly What 


Backgid 
Buildings Firm Has Equipped [Aon | dk s= = 












































This is the builders’ hard- 
ware sample room of J. B. 
Hunter Co., Boston, Mass. 
It is finished throughout 
in Circassian walnut, with 
the mounted samples on 
three hinged panels back 
of the doors. 


The prospective § cus- 
tomer is shown one pat- 
tern or line at a time; the 
other doors are kept closed 
so that his mind is not con- 
fused by too many items 
or lines. The drawers also 
house samples of locks, 
etc. The table is used to 
examine plans, or for de- 
tailed examination of spe- 
cial mounted samples. 
This room is directly re- 
sponsible for many sales 
of high grade builders’ 

hardware 
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How Soedler Takes Backache 
Out of Wash Day 
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This window display of laundry supplies attracted much attention from women tired of slaving over old style tubs 


OST hardware dealers believe that the proper 
M way to obtain a satisfactory turnover on any 

item, whether it be paint or washing ma- 
chines, is to carry only one line, the one most suited 
to the needs of their community and to push it to 
the best of their ability. There are many excellent 
arguments in support of their contentions, but in 
spite of this generally accepted practice, the Soedler 
Hardware Co., Peru, IIl., has found it profitable to 
carry seven different makes of washers. 

This company carries three lines of electrical 
washers and two lines each of power and hand wash- 
ers, having on hand on the average a total of ten to 
twelve machines or a stock investment of approxi- 
mately $1,000. Fred P. Erlenborn, the manager of 
the store, maintains that with this assortment he 
rarely loses a sale, as he can show any type of machine 
and he has a price range of from $75 to $155 on 
the electrics, from $48 to $90 on the power machines, 
and $12 to $20 on the hand machines. His arguments 
as to the advantages of this diversity of stock seems 
well borne out by the fact that last year the store 
sold over ninety machines, a total volume of approxi- 


mately $7,500. 
In addition to the washing machine business, the 


store specializes in other laundry supplies, carrying 
a complete stock of such items as boilers, tubs, pails, 
dippers, benches, curtain stretchers, clothes lines, 
clothes pins, washboards, wringers, hampers, ironing 
boards and laundry stoves. By displaying these items 
together and always calling attention to the others 
when a customer asks for one article, many additional 
companion sales are made. About $2,500 worth of 
business is done annually on these sundry items from 
a stock which averages around $500. It is an inter- 
esting fact that the store buys wash boilers in 
gross lots. 

The laundry supply department is kept near the 
front of the store and this probably accounts for the 
nice volume of business done. Frequent window dis- 
plays featuring these items are made throughout the 
year and usually about three large newspaper ads 
are run each year. 

A majority of the washers are sold on the install- 
ment plan, and Mr. Erlenborn has found that by 
obtaining a fairly substantial down payment and at 
the same time impressing on the customer’s mind the 
absolute necessity of the regular payment of the 
balance, he has no difficulty in making his collections. 








38 HARDWARE AGE 


February 11, 1926 


5000 Manufacturers to Exhibit 
at ‘Toy Fair 


HE New York Toy Fair is an annual 
national event. It opened this year 
Feb. 4 for the eleventh consecutive 
time in New York City, and judging 
from early appearances and from 
the number of persons who at- 
tended the opening it will be larger 
this year than ever before. The 
, fair will close March 6. 

— Exhibits are being shown at the 

following places: 

Fifth Avenue Building, Madison Square and 
Twenty-third Street; Hotel Breslin, Broadway and 
Twenty-ninth Street; Hotel Imperial, Broadway and 
Thirty-second Street; Bush Terminal Sales Building, 
130 West Forty-second Street, and at individual 
buildings and offices around Union Square. 


5000 Lines Exhibited 


According to an estimate made by the Toy Fair 
Chamber of Commerce more than 25,000 buyers are 
expected to visit New York during the month of 
February to place orders for next year’s toys. At 
least half of the 1926 Christmas orders will be placed 
this month. Approximately 5000 manufacturers in 
America and abroad have their toys on display here 
now. The Toy Fair chamber lists more than 800 
large jobbers’ display rooms from the Battery to the 
Bronx where new top models are on display. Whole 
suites of rooms in the large hotels are given over to 
toy shows. 

Manufacturers have made plans this year to ren- 
der additional service to customers so that every re- 
quirement will be taken care of to an even greater 
extent than before. 


Realism the Thing 


That a great change has come over Toyland since 
the American manufacturers took this business over 
from their sentimental foreign brethren there can 
be no doubt. It takes but a trip through any of the 
display rooms to feel the full force of the new 
trend in the toy world. 

Virtually all the big strides in toy making have 
come in the field of mechanical toys. The demand 
for this type of toy constantly increases, jobbers 
tell you. Nearly the entire manufacturers’ output 
of last year was exhausted several days before 
Christmas. 

Speed, cleverness, mirth and frequently noise are 
essentials of the successful toy. But the foundation 
of every American child’s collection of toys must be 
wheels. From infancy when he gets his first little 
scooter, through the stage of tricycle, automobile 
and roller skates, the American child remains on 
wheels. Without wheels he is miserable. And this 






applies to the modern little girl almost as much as 
to her brother. She too must have her automobile 
and her scooter. 


Mechanical Toys 


Next to the strides made in the manufacture of 
vehicles of various kinds are the small and inex- 
pensive mechanical toys with which the city child 
may play on the apartment house floor, for the big 
sales in the larger vehicles go to the prosperous 
homes in the small towns or to wealthy families who 
live in the country. At one time it was thought no 
American manufacturer could rival the Germans and 
Swiss in turning out clever mechanical toys. But 
that day is past. American manufacturers now have 
airplanes, automobiles, trucks—every imaginable 
kind of contraption—which will wind up and per- 
form in a way that one would scarcely imagine pos- 
sible ten years ago. 

While trains are still the toy de luxe, according 
to the average small boy’s notion, taxis, trolleys, 
Fifth Avenue buses and “L’s” are close rivals. These 
toys must be exact duplicates of the real thing. When 
the yellow taxi first became popular in Chicago one 
manufacturer sold a whole carload of toy taxis in 
less than a week. The demand couldn’t be supplied. 
Every time a new taxi becomes popular in the cities, 
childhood demands precisely that kind of taxi and 
no other. One manufacturer, stuck with red taxis 
on his hands, had them all repainted yellow, with 
good results. The Luxor taxi is now in demand. 


Even Skyscrapers Figure 


Many of the new toys are distinctly educational. 
For instance, there are devices for building toy sky- 
scrapers, with everything from the foundations up. 
There are even cranes, steam shovels, pile drivers 
and sand loaders that work like the real thing. 

In the line of carpenters’ tools, more complete out- 
fits are to be had than ever before. There are also 
a number of electrically operated engines for those 
who do not mind big electricity bills. 


And Dolls of Course 


Probably no greater strides have been made in 
Toyland than in the manufacture of dolls. The mod- 
ern miss insists that her doll have individuality. 
The dolls with unusually expressive faces, rather 
than the sugary sweet doll of other days, are popular. 
It must look like a real human being. There are 
miniature electric percolators, hot plates, stoves, ice 
boxes—everything that mother herself has, or would 
like to have. The little girl, apparently, still is in- 
terested in housekeeping, particularly if it gives her 
an opportunity to cook a bit and serve tea. 


——— 
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Established 1870. 
KURZHALS BROTHERS 
Incorporated Chine & Clasware 
af Housewares 
900 “" 902 MAIN STREET Teys & Dolls 


PEEXSKIL: N. Y, December 15, 1925. 


In selling toys, 
Kurzhals Bros. are 
firm believers in the 
value of local news- 


Now there is just one store where every article you see Pp a p er advertising. 
before you 16 at once useful, splendid to look upon, reasonable in And also circular 


price, and desirable as a gift and that is the estore where things 

faunas aa tn and are selected only for their letters. An example 
of the type of letter 
this company uses is 

presented herewith. 





Sir or Madam: — 


There 18 just one sort of gift that will always be well 
received and well remembed and that Is a gift of utility. A gift 
whose handsomeness and quality is also equalled by its usefulness. 


No matter whether your selections run to a few dimes or to 
several dollars, you will find this store to be the place wrere your 
Christmas expenditures will be a complement to your Judgement and a 
pFeasure to your friends. 


There is something here and many, many things of many kinds for 
every member of the family from the baby to the grand dad, and 
everyone of those things is brim tull of the true sprit of Christmas 
time, a desire to do a real kindness to others. 


That is why we urge you to come here first and select all your 
more particular gifts, the things that you want to be just right 
about We assure you of carefyl attention and ‘the right selection, 
free from histe or crush -—- if you will come early 

Wishing you the happiest of a holiday season, 

Yours very truly, 


KURZHALS BROTHERS Inc. 


— 











Kurzhals’ New T oy Department 


66 HE toy department brings in customers who so general and wide-spread was the interest in this line 











have not been in the habit of trading with the 

hardware man, and that is one of the reasons 
why we are pushing toys,” said Edward Kurzhals, one 
of the brothers comprising the progressive firm of 
Kurzhals Brothers, Inc., Peekskill, N. Y. 

“Not only are toys unusually profitable in them- 
selves,” continued Mr. Kurzhals, “but they are one 
of the best advertisements that a hardware merchant 
can use. They place the hardware store in the minds 
of the youngsters in such a way that they never forget 
you. I have often stood in the front of my store after 
the busiest holiday toy time had passed, and watched 
the interest in seasonable toys and children’s vehicles. 

“Our first experience in toys dates from last Novem- 
ber when my brothers and myself decided that it 
would be a worthwhile venture to install a stock of 
toys for sale during the Christmas season. Our sales 
during this period amounted to well over $6,000 and 


on the part of the residents of Peekskill that we de- 
cided to have a permanent toy department. 

“Our new department is located on the second floor 
and occupies a space 22 by 62 ft. in area. Eventually 
twenty-two more feet will be added. In line with our 
policy of handling only the better class of merchan- 
dise, our stock will consist exclusively of the products 
of reputable and well known manufacturers.” 

In the sale of toys, the company is a firm believer in 
the value of local newspaper advertising. In addition 
to this form of publicity it regularly reaches prospec- 
tive customers through the medium of circular letters. 
Liberal use is also made of the descriptive matter fur- 
nished by the manufacturers. An example of the type 
of circular letter which the company frequently sends 
to its prospects is illustrated on this page. 

The company’s stock at the present time is valued at 


approximately $4,500. 
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Novel Advertising Features 
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First Person Stories of the Various Utensils Offered, Get Attention and the 
Future Users Come to Buy for Their Kitchens 


& Sons, San Francisco, to turn an $8,000 stock 

of aluminumware five times a year, according 
to Benjamin Brown, one of the owners and managers 
of the firm. These are: 

A complete and well assorted stock of quality mer- 
chandise; advertising; reasonable prices, which are 
made possible by fast stock turn and quantity pur- 
chasing; special sales and deliveries. 

The value of the stock carried gives some idea of 
its completeness and assortment. If you care to ask 
customers of the firm, they will testify as to the 
quality of the merchandise. The advertising is a 
special pride of the management of the company. 

The article that is being advertised and offered 
as a special is represented as telling its good points 
in the first person singular. It is an interesting and 
curious fact that this form of advertising has resulted 
in unusual interest being shown the company’s ads, 
in large crowds at the sales and also in a number of 
persons speaking about having seen the ads in the 
newspapers. 

The management of Charles Brown & Sons believes 
that the majority of women are influenced in their 
buying, particularly if they are buying anything of 
a practical nature, by price. Consequently odd prices 
are usually quoted. 


| ye things make it possible for Charles Brown 


It has been demonstrated in the store that women 
will not hesitate about buying an article for $1.39 
but that they balk at $1.40. This has been explained 
in various ways by eminent psychologists, but the 
fact remains that the one lone cent often influences 
a sale. Furthermore it has often prevented many 
stores from getting a larger stock turn. 

In the case of this San Francisco firm, it is in a 
position to enjoy large sales and quick turnover, 
which in turn enables it to buy in larger quantities 
and at better prices. Every week there is something 
offered to the public as a week-end special. Saturdays 
are always special sale days. Saturday is a half holi- 
day, it is also pay day for a large proportion of the 
city’s population. 

Within a certain radius of San Francisco the com- 
pany makes free deliveries which has brought about 
a large amount of business which is telephoned into 
the store by women unable to come. This special 
telephone service is a big asset and although the cost 
of operating a delivery system is rather heavy, it is 
offset to a large extent by increased business. 

Window displays are also a big feature. It makes 
no pretense of concentration on single items in its 
window trims, but has found from experience that 
for its trade, the larger the number of items displayed 
the greater the interest of shoppers. 
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Sells Fifty Out- 


board Motors 
Yearly 


T hasn’t been so many years ago since the out- 
| board motor was looked upon by the average 
man as a rather unique but impractical con- 
trivance. However, as automobiles became more 
common, people became more familiar with the 
mechanism and possibilities of gasoline engines and 
the outboard motor sprang into popularity. 

With the understanding of this portable motor and 
a feeling of ability to run it, sportsmen took it up 
until now it forms part of every complete fishing or 
hunting kit. That favorite fishing ground, ten miles 
up the lake, can now be reached with less effort than 
a walk around the block and the fact that the motor 
can be easily carried in a car or on the running board 
gives it a large field of usefulness. 

Naturally no article will sell itself, but hardware 
dealers all over the world have found that there is 
a ready market for outboard motors with a little 
pushing. One firm, the Kelley-Duluth Co., of Duluth, 
Minn., has sold well over fifty motors annually for 
the past four years. -Each spring a lengthy and 
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A window display of Elto Outboard Motors in a 
South African hardware store 


thorough demonstration of the engine is given to the 
store sales force in the way of numerous boat rides. 
As a result, each clerk understands the motor, has 
operated one and is enthusiastic, and an accurate 
record of all prospects is made and the store keeps 
in constant touch with them until a sale is made or 
a definite and final refusal given. 

The Warner Hardware Co., Minneapolis, is another 
firm which sells better than fifty outboard motors 
yearly. In order to do this, they carry during the 
height of the season about ten motors in stock and 
after mid-summer taper down to two or three. 

(Continued on page 70) 


RUDE MOTOR Co. 


IORI MOTORI FUORI BORDO DEL MONDO 
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Display of Canepa & Maxia, Evinrude Outboard Motor agents at Rome, at the Milan Fair last April 
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Causes of Increasing Costs of 
Distribution Discussed by 
Hardware Council 


Installment Selling, Chain Stores and Small Orders Among Topics at 
Second Annual Meeting Held January 21-22 


HE second regular meeting of the Hardware Council was held 
at Hotel Roosevelt, New York City, Thursday and Friday, Jan. 
21 and 22, with the following members present: C. W. Asbury, 
J. E. Stone, Fayette R. Plum, N. A. Gladding, C. J. Prentiss, T. 
James Fernley, C. H. Ireland, John Donnan, R. J. Atkinson, R. O. 


Noojin, H. P. Sheets. 


President R. W. Hatcher of the National Retail Hardware Asso- 
ciation substituted for H. R. Beatty; W. H. Donlevy was present 
Thursday, Mark Lyons was absent Thursday but present at Friday’s 
sessions; Horace Disston, President of the American Hardware 
Manufacturers’ Association, attended all sessions as an observer, 
and Oscar Barker, Lynchburg, Va., sat in several of the sessions. 

The tentative program called for the consideration of reports by 
committees appointed at the September meeting, to study small 
orders, installment selling, chain stores, and the causes of increased 


distribution costs. 
Small Orders 


The report of the committee on small 
orders was based upon a wealth of 
information gathered from manufac- 
turers, wholesalers and retailers con- 
cerning this much mooted question. 

While there was considerable varia- 
tion in the views disclosed by the three 
groups and considerable difference of 
opinion as to the demarcation line of 
abuse of the small order privilege, the 
committee had no serious difficulty in 
agreeing upon fundamentals, determin- 
ing principal causes and offering reme- 
dial recommendations. 

The views of members of each branch 
of the trade, as gleaned thruugh ques- 
tionnaires, were set forth in separate 
reports. These were supplemented by 
a joint report in which conditions, 
causes and recommedations were briefly 
stated. This report follows: 


Report of Committee on Small 
Orders 


While the replies to the question- 
naires sent to members of the three 
branches of the hardware trade are 
not sufficiently complete in detailed 
figure facts to enable positive conclu- 
sions as to percentages of increased 
costs resulting from the increase of 
small orders, or the degree of curtail- 
ment of small orders which should be 
possible, they do indicate that the ex- 
tent to which orders amount to $20 
and less are placed is excessive, that 
hardware distribution costs are thereby 
measurably increased, and that each 





branch of the trade should use its in- 
fluence to secure such a reduction in 
these costs as may result from the plac- 
ing of orders unnecessarily small. 

It also appears from the information 
submitted that retailers doing business 
with several wholesalers place a much 
larger percentage of small orders with 
some wholesalers than with others, and 
that some wholesalers have a far great- 
er number of back orders and direct 
factory shipments than others. 

The following are noted as among 
the principal causes for the increase 
of small orders during recent years: 


1. During the inflation period of 1919, 
when there was an unusual demand 
and an apparent shortage of prac- 
tically all classes of goods, orders 
were placed by both wholesalers and 
retailers long periods in advance, 
and because of the uncertainty of 
delivery, duplicate, triplicate, and 
even quadruplicate orders were 
placed with other sellers, in the 
hope that eventually one of the 
pyramided order might be filled. 
Shortly after deflation suddenly fol- 
lowed inflation wholesalers and re- 
tailers alike found their’ stores 
quickly filling with the goods so 
ordered. Heavy overstocks, with 
depressed prices and large losses 
were the natural result. 


. Although the price levels of the 
past four or five years have been 
lower than the peak figures of 1919 
and early 1920, they have been so 
much higher than pre-war prices 
that retailers and wholesalers have 
both feared the possibility of fur- 
ther reduction, with consequent loss 
on stocks. 


Since the beginning of the depres- 
sion period there has been much 
agitation of the turnover problem 
and much emphasis of the theory 
that frequent stock turns is an im- 
portant essential to profitable mer- 
chandising. Remembering their pre- 
vious experience, distributors have 
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sought to maintain so-called “safe’’ 
stocks through the medium of smaller 
orders, more frequently placed. 

. Because of the higher price levels, 
the maintenance of a given stock 
requires a present investment of 75 
per cent to 100 per cent greater than 
before the war. This also has had 
an important effect on stocks, since 
merchandising capital has not in- 
creased in the same measure. 

5. The Parcel Post has made it easy 
for the retailer to order specials and 
other items for quick shipment, 
thereby enabling him to improve his 
service to his customers’ without 
adding to the burden of his stock 
investment. Parcel Post has also 
made it equally easy for the whole- 
saler to make special shipments to 
his customers direct from factories 
when they wanted goods that were 
not in his stock. 

. Following the termination of the 
inflation period, American business 
came to a realization of the fact that 
the exigencies of war had given us 
productive capacity far in excess of 
our consumptive needs. With the 
natural desire to maintain production 
as high as possible manufacturers 
have energetically vied with each 
other for the largest possible sales, 
and wholesalers have been equally 
active in their attempts to main- 
tain volume. This persistent pres- 
sure for orders has resulted in re- 
tailers placing their business through 
manv channels, a greater number of 
small orders being the natural con- 
sequence. 


Many other factors have a bearing 
upon the subject, but the foregoing are’ 
considered those of primary impor- 
tance. The committee also recognizes 
that small orders have a place in our 
distributive system and that they can- 
not be wholly eliminated. But it is 
equally evident that the excessive use 
of the small order privilege does add 
to distribution costs, and that the prac- 
tice should be curtailed as largely as 
modern conditions will permit. As 
measures to this end, the committee 
offers the following recommendations: 


1. The retailers carefully study their 
present stocks, in the light of pres- 
ent trade tendencies, to determine 
and eliminate obsolete lines and 
items, to produce unnecessary quan- 
tities, and to add such other lines 
and items as may seem desirable for 
the efficient service of their com- 
munities. 

That retail stocks be maintained 
in sufficient quantities for the proper 
service of customers, it being rec- 
ognized that the customer has a 
right to get what he wants when 
he wants it, and that the mer- 
chant, by not having the goods called 
for, loses. 

That’ retailers concentrate’ their 
buving with as few suppliers as pos- 
sible. since such a policy has obvious 
advantages to both buyers and 
sellers. 

4. That retailers place advance orders 
for future delivery of staples and 
seasonable merchandise for at least 
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a reasonable portion—say 50 per cent 
to 60 per cent—of their anticipated 
requirements. This policy will work 
to the material advantage of both 
manufacturers and wholesalers, and 
will assure retailers having the goods 
in stock when needed. 


That wholesalers study the require- 
ments of their territory so as to be 
able to select and maintain stocks 
to fill their orders as received with- 
out unnecessary delay or the fre- 
quent resort to factory shipments. 


That wholesalers place their orders 
for staples and seasonable goods 
sufficiently in advance that manu- 
facturers may have reasonable op- 
portunity to keep a more even flow 
of production, without the cost and 
other burdens incident to quantity 
orders placed for immediate ship- 
ment, 

. That all wholesalers have their 
salesmen explain to retailers the 
added costs connected with small 
orders and the wisdom of placing 
such orders only as necessary. 


That the manufacturers make an 
additional charge of 5 per cent to 
10 per cent for direct shipment of 
goods which the wholesaler should 
carry in stock. 

That when in the opinion of the 
manufacturer any wholesaler’s di- 
rect shipment orders, or other small 
orders, become excessive in num- 
ber, such wholesaler be informed 
that unless the practice is curtailed, 
all invoices therefore will be at suf- 
ficiently higher prices to compensate 
the manufacturer for the additional 
expense incurred in handling such 
business. 
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In making these recommendations 
your committee realizes that no policy 
can be determined or rules laid down 
which will wholly correct the evil of 
small ordering carried to excess. It 
recognizes that the payment of the 
penalties suggested, by either whole- 
saler or retailer, will not in itself re- 
duce the extra costs, but it is hopeful 
that such penalties will tend to curb 
the evil, and it has the positive con- 
viction that no branch of the trade 
should be burdened with the expense 
for which it is not responsible, and that 
such extra expense should be paid by 
the one responsible for it. 


It is also impressed from the evi- 
dence presented that the stocks of some 
wholesalers are not as complete as they 
should be for proper functioning, and 
that the competition between whole- 
salers for increased business has tended 
to increase instead of decrease the num- 
ber of small orders. 


Increased Costs of Distribution 


Because of the nature of the sub- 
ject and the necessity of considerable 
help from the members of the three 
branches of the trade in determining 
the factors largely responsible for the 
increase in expense percentages since 
1913, the committee was unable to make 
final report at this meeting. 


Proposed questionnaire forms to be 
used in getting the judgments of man- 
ufacturers, wholesalers and retailers 
were presented for the consideration of 
the Council. After full study and 
slight changes these questionnaires 
were approved, and the Council rec- 
ommended that the constituent associa- 
tions urge their members to make 
prompt replies when such question- 
naires are presented to them. 

In taking this action the Council had 
keen appreciation of the fact that the 
frequency of such questionnaires from 
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such sources entails no little burden 
on business men, but it was pointed 
out that the Council can function prop- 
erly only through a study of the in- 
formation derived from the _ several 
groups, and that the questionnaire is 
the best method to gather such ma- 
terial. 

In this discussion of the question- 
naire problem and the frequent reluc- 
tance of business men to reply, the 
Council discussed the thought that the 
facts sought are not for the personal 
information or use of the members of 
the Council, or its committees, but that 
knowledge of such facts is absolutely 
essential that the Council studies may 
deal with facts rather than fancies, 
and that its conclusions and recom- 
mendations may have that firm founda- 
tion so important to the betterment 
of hardware distribution, in which 
manufacturers, wholesalers and retail- 
ers alike have such vital interest. 

It was also remarked that some busi- 
ness men have a tendency to feel that 
certain facts of their business concern 
them only. The Council has full re- 
spect for such opinions when they re- 
late to the most intimate concerns of 
a business, but if this extreme theory 
should be applied to its ultimate, there 
could be no assembling of facts relat- 
ing to business, and consequently no 
progress in correcting evils or increas- 
ing efficiency. 

Distribution is a problem in which 
manufacturers, wholesalers and retail- 
ers have a common interest, and it is 
only through the giving of facts by 
the members of all groups, and the 
joint study of such facts, that the hard- 
ware distribution can be largely im- 
proved, both in the interest of those 
engaged in it and the public. 


Installment Selling 


The committee on installment selling 
reported the results of inquiries made 
in connection with the Federal Reserve 
System, and stated that federal reserve 
officials are studying the problem with 
keen interest, being fearful of serious 
economic results from the over-exten- 
sion of such selling. 

Among other things, it was said that 
there has been a marked falling off in 
purchases of necessities because of de- 
ferred payment commitments for other 
things. 

Reference was also made to the seri- 
ous situation which is said to prevail 
in the anthracite regions as a result 
of the long continued strike, and the 
committee indicated that it might be 
able to gather and report definite facts 
at the next meeting. 

The Council also considered a digest 
of the work and findings of the Na- 
tional Retail Hardware Association, in 
connection with its campaign against 
the over-extension of installment sell- 
ing, and recommended that each of the 
constituent associations supply its 
members with printed copies of this 
informative document, and that effort 
be also made to place the report in the 
hands of bankers and others interested 
in the subject. 
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The committee was continued, with 
instructions to make certain specific 
studies and report at the next meeting. 


Chain Stores 


Mr. Fernley reported having offered 
a prize of $100 to the salesman or the 
member of the National Hardware As- 
sociation for the best suggestion as to 
how retailers can meet chain store com- 
petition. While the returns were dis- 
appointing, he said some good ideas 
had been reported. 

In the discussion of this subject it 
was recognized by the members of the 
Council that the advantages of the 
chain store rests largely in the savings 
resulting from quantity purchases and 
the limitations of service, but it is be- 
lieved that by careful planning and 
efficient merchandising methods the in- 
dependent merchant has it in his power 
to overcome these advantages. 

Since the featuring of well known 
brands of merchandise at specially low 
prices seems to characterize chain store 
activities, it was the consensus of opin- 
ion that manufacturers should thought- 
fully consider the wisdom of selling 
surplus stocks, discontinued patterns 
and other close-outs to such buyers at 
prices which will tend to demoralize 
regular trade; and the belief was ex- 
pressed that wherever possible such 
goods should be disposed of through 
regular channels. 


Service of Selling Costs 


Consideration was given to a recom- 
mendation by the National Retail 
Hardware Association that manufac- 
turers and wholesalers gather and pre- 
sent for the benefit of the entire trade 
statistical data as to their respective 
costs of doing business, similar to the 
retail operating figures annually com- 
piled in the hardware survey. 

Similar figures have for several 
years been gathered for the wholesale 
trade, but made available only to mem- 
bers of the National Hardware Asso- 
ciation. 

It is recognized that there are cer- 
tain inherent difficulties to be over- 
come in getting comparative figures on 
manufacturers’ selling costs because of 


‘the differences*in products and methods 


of marketing, but it is believed the 
problem is not impossible of solution. 


Conserving Insolvent Estates 


Calling attention to the great need 
for better conservation of the estates 
of insolvent hardware retailers, J. L. 
Thompson, of Yale and Towne Manu- 
facturing Company, asked the Coun- 
cil’s consideration of a plan by which 
the hardware trade can arrange for the 
appointment of a capable hardware 
merchant as trustee for the administra- 
tion of the embarrassed business, the 
collection of accounts and the disposal 
of stocks to best advantage. 

It was agreed that there is need for 
constructive action in this respect, and 
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‘Glorified Peddling”’ 
and Distribution 
Discussed by Missour 


Retailers 


Many Note Books in Evidence at 28th Annual Meeting of 
Missouri Retail Hardware Association, Held in 


St. Louis, January 18-30 


Hardware Association, held at the Statler Hotel in St. Louis, 


[iia Twenty-Eight Annual Convention of the Missouri Retail 


Jan. 18, 19 and 20, could well be characterized as a “‘note-book 


convention.” 


It is seldom that a body of hardware dealers pay such 


close attention to the speakers, ask so many questions and take so 
many notes for future reference when they get back to their stores. 
An indication of the spirit of the meeting was the pledge taken at 
the last session, by those present, to make a record of any ideas 
gained at the convention which are put into operation during the 
coming year and to report the results at the next meeting. 

The convention sessions, held both morning and afternoon of each 
of the three days, were at least half given over to “question box” 


discussions. 


These discussions were in charge of J. M. Campbell, 


Bowling Green, Mo., past president of the National Retail Hardware 
Association and D. M. Andrews, Western Editor of HARDWARE AGE, 
and covered such phases of hardware retailing as radio merchan- 
dising, canvassing, installment selling, store arrangement, chain 


store competition and the like. 


Gengenbach Discusses Retail 
Selling 


The hardware men got somewhat of 
a new slant on retail selling through 
the talk of salesmanship by Edger 
Gengenbach, sales manager for 
Scruggs-V andervoort-Barney, St. 
Louis’ largest department store. Mr. 
Gengenbach opened his remarks by 
pointing out the many hardware items 
that were now sold in other than hard- 
ware stores, and suggested that the 
hardware dealers retaliate. He main- 
tained that a hardware store could and 
should carry any item in stock that 
was salable, regardless of whether it 
could properly be called “hardware” 
or not, if by selling it the dealer was 
able to render a service to his com- 
munity. He advised the dealers to 
get away from the idea that they could 
only sell merchandise at cut prices, and 
stressed the fact that the use or pur- 
pose of an article was more important 
to the customer than the article itself 
—for example, a comfortable night’s 
sleep was what was really wanted 
when a man bought a mattress. 

Mr. Gengenbach also advocated the 
policy of unit price, as used by the 
chain stores, featuring all items that 
sold or could be sold at 25 cents, 50 
cents, or a dollar. He suggested that 
the dealers make more frequent use of 








a mailing list and personal telephone 
calls. He said that in writing adver- 
tisements never “to write it to please 
yourself, or get your competitor sore,” 
but to tell the people what a modern 
hardware store really was. 

On the second day a real surprise 
was handed to the dealers by Alfred 
P. Haake, director of research for the 
Simmons Company, who was not on 
the printed program, but who was in- 
vited to speak when his presence in 
the city was known. He wasted no 
time in complimentary remarks, but 
told the dealers frankly where and why 
they were falling down on their job. 
He said: “You recall that a few years 
ago, during and immediately following 
the World War, we became keenly 
aware that the principal problem of 
this country was “production.” Amer- 
ica alone, of the great countries of 
the world, was in a position to pro- 
duce half the material needed by Eng- 
land, France and all the other large 
countries engaged in that terrible 
struggle, and practically all the pro- 
ductive energy of those countries was 
turned over to the production of war 
materials, leaving America to supply 
the needs of life. Indeed, before the 
war was over, Europe had to turn to 
America for a large share of its war 
supplies, and upon America fell the 
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C. C. Carter, new 
president 


burden of supplying not only her war 
materials, but supplying also all the 
material that she used in ordinary 
times of peace. 

“To make a long story short, we 
furmed an amazing productive system 
to meet the European demands, and 
in consequence we have today a pro- 
ductive machine which is anywhere 
from fifty to one hundred per cent 
in excess of our needs. The problem 
of our country has become not pro- 
duction—we can produce far more than 
we need. The constant pressure is not 
for more production, but you have the 
manufacturers in almost every line 
crowding and pushing for more out- 
lets—there is constant pressure, and 
our problem has become DISTRIBU- 
TION. 


Distribution a Problem of Costs 


“Now, then, distribution is primar- 
ily a problem of costs, and that being 
the case, we are now facing an era of 
a much closer margin of profit, 
whether you like it or not. You find 
exceptions where you get a good mar- 
gin, but the tendency is for that mar- 
gin to go down and down and down. 
Perhaps it won’t go any farther, but 
the tendency is down, and one of the 
most important things is turnover. 
With this forced selling, the expense 
of selling, meaning profits to the manu- 
facturer, the jobber, the wholesaler, the 
retailer, and whoever else, and the im- 
mense costs of advertising, both local 
and national, are eating heavily into the 
pocket-books of both the retailer and 
consumer. The merchants who will be 
in business ten or twenty years from 
now and prospering, will be those who 
will be able to meet and regulate their 
margin of profit. 

“One of the most important ques- 
tions is ‘How shall goods be retailed?’ 
I tell you frankly, I should like to see 
our goods get to the consumer at as low 
a price as is decent and consistent all 
along the line. The consumer is in- 
terested in getting goods as cheaply as 
possible, and if you charge more for 
the same service and goods, he is going 
to someone who charges less, We have 
erected a tremendous distribution 
machine of manufacturers and whole- 
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salers and retailers, and I tell you 
frankly that the cost of distribution 
in a lot of cases is too high. In those 
fields where specialty articles, so- 
called, are in demand, there are espe- 
cially long margins of profit and there 
springs into being one of the most 
dangerous elements of today—the 
house-to-house canvasser. 


Peddler vs. Retailer 


“Now, I don’t dislike the canvasser. 
I am perfectly willing to see anyone 
make a living and make it honestly, 
but frankly, I don’t want a lot of men 
calling on my wife when I am not at 
home. I don’t want anyone pushing in 
his suitcase or sticking his foot in the 
door and getting ten or fifteen dollars 
which might be spent for something 
else. I don’t appreciate seeing her 
spend two dollars for an article that 
I can buy in a hardware store for a 
dollar and a quarter. I am cold- 
blooded about this, because I, as a 
manufacturer, must have things move, 
the distribution must be handled, and 
if I can’t get it through the retailer, 
I will have to get it through the can- 
vasser. Our particular company has 
come to the conclusion that the best 
means of distribution is through the 
ordinary channels, they don’t believe 
in canvassing, they believe in retailers 
—not because we love them, but be- 
cause we want the best way to get our 
goods to the consumer. If the canvas- 
ser is the best way, we will take it, but 
if the retailer is better, we will decide 
on the retailer. Believe me, many and 
many a manufacturer sees his goods 
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going to the wholesaler and then the 
retailer; he sees a million dollars spent 
in sales effort; he sees a billion dollars 
spent every year for advertising, and 
he sees his fate rest ultimately in some 
gum-chewing clerk behind the counter. 
I have gone into stores and interrupted 
checker games and political discussions, 
or when the clerk was doing something 
that he wanted to do, and I have often 
thought of all the efforts and verdict 
in the hands of some clerk who dares 
you to buy. 

“Now, what I want to know is, how 
are you going to beat this canvasser 
who is supplying these human wants 
and going from house to house to do it? 
Can you beat him passing laws about 
it? Does that help? No, if you are 
going to beat the canvasser at all, your 
most serious problem is what to do to 
make the American woman believe that 
when she buys from him she spends 
more and gets less than the retailer 
would give her. Get the American 
woman to see that she can spend her 
dollar in the store to her best advan- 
tage and you have got the thing licked. 
How are you going to do it? There 
are a lot of ways. When you go back 
to your home and meet some obstruc- 
tions say to yourself, ‘I must make 
myself a better retailer’ and that is 
the nub of the whole thing. The re- 
tail business is easy to get into, doesn’t 
require the largest capital—and it is 
easy to get out of also. Any retailer 
who will make of himself a merchant 
and not be content to remain a bazaar 
or shopkeeper can make a fortune to- 
day, just the same as Wanamaker made 
one yesterday.” 
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Other speakers of the convention 
were E. W. Hughes, sales manager for 
Butler Bros., Eugene L. Johnson of the 
Shapleigh Hardware Co., J. W. Wade, 
a retailer and vice-president elect of 
the association, and Paul J. Stokes and 
Harold W. Brevig, of the National Re- 
tail Hardware Association. Mr. Stokes, 
in his talk on “The Business Outlook,” 
pointed out the three major factors 
which have been instrumental in build- 
ing up the present good trade condi- 
tions. These factors—the real estate 
boom, the building boom and install- 
ment selling coupled with the activity 
in the steel and automobile industries 
—he stated were still operative and the 
present prosperity would continue for 
at least the first six months of 1926. 
However he predicted that a slump 
was almost certain to develop the latter 
part of this year, its intensity being 
in reverse ratio to the crop production, 
and he advised the dealers to watch 
their credits and collections very care- 
fully in order to weather the storm. 


Election of Officers 


At the election of officers for the 
ensuing year, held on the second day, 


the following were unanimously 
chosen: President, C. C. Carter, Car- 
thage; Vice-President, J. W. Wade, 


Monroe City; Treasurer, Frank Warn- 
hoff, Booneville; new members of the 
board of directors, J. F. Parrish, 
Hamilton and George Eberlin, Her- 
mann. At a meeting of the new offi- 
cers and board of directors held after 
the convention Frank X. Becherer was 
again made secretary for another year. 


Methods of Increasing Retail Sales 


of Capt. J. R. Howard, Lexington, since 
the last convention. 

By a unanimous vote, George A. 
Cubbage, a past officer, was made an 
honorary life member of the associa- 
tion. 

A report of the Auditing Committee 
was made by Fred Wallace, who re- 
ported the treasurer’s report to be 
correct. 


Making the Customer Say “YES” 


“How to Sell More Hardware,” or 
“Making the Customer Say Yes,” was 
of a most practical, 
straight-from-the-shoulder address by 
Charles Henry Mackintosh of Chicago, 
past-president of the Associated Ad- 
vertising Clubs of the World and of 
the International Direct Mail Advertis- 
ing Association. 

Mr. Mackintosh began with a dis- 
cussion of the early days of hardware 
merchandising and of its evolution 


through its various stages until the 
present time, declaring that the hard- 
ware “store” of a century ago no 
longer exists as a mere “store” or ware- 
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house, but as salesrooms or “display- 
rooms of domestic science. Cater to 
women as well as to men. In the old 
days people bought only what they 
needed; now they need whatever they 
want, they want whatever they can use 
to advantage, and they buy what they 
want. Selling consists in creating 
wants which will make sales—not in 
dunning people to buy. It begins in 
advertising, goes on in display windows 
and interior displays, and ends in the 
individual sales ability of the people 
in the store. The salability of any 
new article depends largely on the sales 
ability of the retail salesman. 

Comparing the old stores with the 
present-day, “they were all right pos- 
sibly in the days when they were used 
simply to ‘store’ the merchandise and 
people came to buy only such goods 
as they called for,” he declared, “but 
we do not want to ‘store’ merchandise 
any more, we want to sell it.” 

He pointed out that “sales volume 
always equals the pressure divided by 
the resistance,” giving various ex- 
amples of the simple psychological 
effect of increased sales through de- 


creasing sales resistance. 

“You don’t buy hardware, you buy 
profits,” he said, declaring “the only 
person who buys hardware is the ac- 
tual consumer who can use it or wear 
it out and replace it by buying another. 
Therefore,” he urged, “look upon every 
item placed in your stock as represent- 
ing so much profit and use the best 
means of converting it into profit in 
the shortest time and with the least 
expenditure of time and effort. 

“Your advertising and store or 
window displays must do three things,” 
he said. “First, cause people to listen 
to your message or to look at your 
merchandise. Second, to understand 
what it means or will do for them. 
Third, make your reader or the on- 
looker believe your message or that 
your merchandise will do all claimed 
for it.” 

Speaking at length on the latter 
point, he pointed out that “most fail- 
ures to make a sale fall down upon 
this one factor, belief. Nobody ever 
believes anything until proved. People 
will believe a lie any time, but doubt 
what is true. Over-emphasis and 
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Important Trade T opics Discussed by 
Texas Hardware and Implement 
Dealers Association 


John C. Ross Succeeds J. D. Martin as President for 1926 


ing the interests of the hardware and imple- 
ment dealer was a feature of the twenty- 
eighth annual convention of the Texas Hardware and 
Implement Association, held in Dallas, Jan. 19, 20 and 
21. It was considered the most successful convention 
ever held by the Association and admirably carried 
out the slogan its officers set up for it: “A Business 
Meeting for a Business Man.” 
The outstanding talk of the convention was made 
by E. B. Gallagher, Norwalk, Conn., editor of the 
Clover Business Service. His address had to do with 


DISCUSSION of the numerous problems affect- 





GRIEVANCE COMMITTEE REPORT 


Texas Hardware and Implement Association 
Grievance Committee Report on Retail 
Selling on Part of Hardware and 
Implement Wholesalers 


“The large number of complaints from our mem- 
bers telling in instances that have come to their 
attention whereby the hardware and implement 
wholesalers doing business in Texas have been guilty 
of retailing to the dealer’s customers has caused us 
to give the question careful study. 

“The function of the wholesaler is to supply to the 
retailer goods in wholesale quantities, while the re- 
tailer performs the function of distributing these 
goods to the consumer. When the wholesaler, in his 
effort to increase volume, sells at wholesale prices to 
the consumer, he not only demoralizes his customers’ 
trade, but also increases his own operating costs 
which will be finally reflected in prices to the dealers, 
thence passed on to the customers, who pay for price 
concessions enjoyed by the few. 

“We therefore, believe that this competition on the 
part of the wholesaler is unethical, uneconomical and 
unfair, and wholly inconsistent with sound distribu- 
tion policies and obviously harmful to all interested. 

“We believe, further, that a dealer, to be entitled 
to the wholesale price, must carry a representative 
line of the goods he buys; and sell to others than 
himself or his own interests sixty-five per cent of 
the goods bought.” 











the fundamental economics of the association’s plan of 
distribution. He dealt with the subject in a very 
frank way and sounded the warning to make ready 
for a business deflation which was sure to come. He 
cited many facts and figures to back up his statements 
in this regard. 


Pondrom Sounds Warning 


J. A. Pondrom, of Dallas, also seconded this warn- 
ing and, although he said he could not tell when it 
was coming, times of depression follow prosperous 
times; always had and always would. He suggested 


that the wise business man could always have his 
affairs in condition to be ready for a depression. 

Miss Mildred Horton, State Home Demonstration 
Agent, told the dealers how their hardware stores look 
when viewed with a woman’s eyes. There has been 
much discussion as to making money out of imple- 
ments. F. X. Schad, Gainesville, a successful im- 
plement dealer, told of his experience in the implement 
business and showed how he handled it to make a 
profit. 

Secretary Dan Scoates, in his address, called the 
attention of the members to the fact that they were 
using his office from two to three times as much this 
past year as they had ever done before and he hoped 
that he could report as great an increase next year. 
“The Things That can be Accomplished by District 
Meetings” was ably discussed by J. W. Hall, Houston, 
and A. C. Toudouze, San Antonio. It was shown 
that these district meetings made for a bigger and 
better Association, with a thorough understanding of 
its uses and accomplishments, as well as a better 
feeling between all concerned in the distribution of 
merchandise. 

Stages Store Meeting 


An unusual feature of the meeting, which was well 
received by the dealers was a store meeting put on by 
H. W. Nagel, of Cuero. He used some of the attend- 
ing members as clerks in his store and pulled off a 
meeting similar to the one that he has each day in his 
own establishment. He showed that in this way he 
gets a check-up on the goods, store room, stocks that 
are running low, as well as new goods coming in. 
One of the outstanding talks of the meeting was by 
M. J. Norrell, of Dallas, on “Clerks: How to Select 
and Develop them.”’ His address was so well received 
that the meeting voted to have it incorporated in the 
next issue of the Association’s monthly publication 
in order that it might reach every member, as well 
as their clerks. T. W. McAllister, of Atlanta, gave 
examples of store papers, going into detail as to how 
they should be made up and their cost. 


Sane Agricultural Program Outlined 


A sane agricultural program for Texas hardware 
and implement dealers was given by T. O. Walton, 
president of A. & M. College of Texas. 

“The Need of Selling the Retail Trade to the 
People” was handled very ably by R. V. Holland, of 
Dallas, while “‘the Dealer and his Community” was 
discussed by O. C. Watson, of Clarendon. 

The last afternoon of the convention was devoted 
to an executive session when special business was 
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taken up. One matter was the adoption of the Griev- 
ance Committee report. 

The outgoing board of directors presented to J. 
D. Martin, the retiring president, a pair of gold cuff 
buttons with the numerals ‘24” and “25” engraved 
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O. E. Schow, Clifton, president and secre- 
tary; A. L. Smith, Hillsboro, vice-president; 
Paul Kelly, Dallas, treasurer; Mrs. E. D. Cal- 
loway, Dallas, assistant secretary. 

Directors: O. E. Schow; Paul Kelly; A. L. 
Smith; Bland Smith, Bonham; S. L. Randlett, 
Lancaster; S. T. Harrison, Memphis; T. H. 
Jones, Waxahachie, J. D. Martin, Bryan; J. P. 
McLeod, Brownwood. 











on them as a token of their appreciation for the work 
he had done. The board of directors unanimously 
elected Col. Wm. Endered to honorary membership 
in the Association. Dan Scoates, of College Station, 
was elected secretary of the Association for the com- 
ing year. 


Martin Discusses Association’s Accomplishments 


The aims and accomplishments of the association 
were discussed in the address of the president, J. D. 
Martin. Its flourishing condition at the present time, 
Mr. Martin attributed to the fine spirit of cooperation 
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that has existed between the officers, the directors and 
the committees in planning and directing the work 
that has been accomplished during the past few years. 





1926 OFFICERS 
TExAS HARDWARE AND IMPLEMENT 
ASSOCIATION 


John C. Ross, Austin, president, and Carl 
Monk, Nacogdoches, vice-president. 

Directors: O. B. Hocker, Clarkesville; John 
T. Day, Hamlin; F. X. Schad, Gainesville; 
H. H. Tracy, Tulia; S. L. Randlett, Lancas- 
ter; T. L. Whaley, Marshall; T. C. Thompson, 
Canyon; J. W. Hall, Houston; Jas. H. Ewing, 
Sinton. 

J. D. Martin, Bryan, Representative State 
Retailers’ Council. 











Resolutions Adopted 


The convention passed a resolution unanimously en- 
dorsing the movement to cut down the crop acreage 
in Texas for the year and also one thanking the Dal- 
las Hardware and Implement Club and the Texas 
Hardware Jobbers’ Association for the enjoyable man- 
ner in which delegates were entertained. 

The report of the Necrology Committee showed that 
since the last annual meeting of the association three 
members had died. These were §S. T. Atking, George- 
town; J. D. Carroll, Quanah; and Edward E. Galt, 
Mt. Vernon. 





A Stove Lifter 


HAVE it in front of me now. It is nothing but 

an ordinary Stove Lifter, and yet what a story 
it-can tell. If it had hair on its head it would have 
turned gray because it is many years old and yet it 
has never been used. “Where has it been all these 
years?” you ask. On the shelves of a hardware 
merchant, a real hardware merchant, and a good 
one, too. “Why has it stayed there all these years?” 
Because that hardware merchant when he was a 


young man got it into his head that money was to - 


be made from buying instead of from selling. He 
liked to feel that he could buy from the manufac- 
turer direct. That he was considered a big merchant 
and that when a manufacturer had a quantity price 
to offer, he was one of those to whom the offer 
was made. And so when a salesman of stove lifters 
came around years ago and quoted him direct, he 
felt flattered. He was more flattered when it was 
suggested that for a sufficient order his name might 
be put on this stove lifter. 

And so he bought a quantity of them. Because 
he bought them in quantity, instead of paying 
75 cents a dozen, he got them for 60 cents. 

That was years ago, but since then this retail 
merchant has learned that profits are made from 
selling, not from buying, but he still has on his 


shelf some of these stove lifters and he rather likes 
to keep them there because they are a permanent 
and continual reminder to him of the danger which 
comes from over-buying. 

And he is glad to-pass down the story to young 
men in business as a concrete example of his own 
buying indiscretion years and years ago. 

And so as I have said, I keep one of these stove 
lifters on my desk as a reminder of those days when 
I too chased after profits through quantity buying, 
for we are all of us very much alike and we all 
learn only through experience, and yet if we would 
only study what others are doing in almost every 
case, whether it is big business or little business, 
we would find that profits are being made out of 
margins which come from good selling, not out of 
the savings from close buying. 

The outstanding successes in present day Ameri- 
can business are selling successes and it is to the 
selling end of every business that the best brains 
should turn and this means that the “boss” himself, 
if he is really interested in getting profits, should 
spend his time studying and planning how to sell 
better instead of how to buy better. Others can 
do the buying. The “boss” alone can plan, direct 
and lead in the selling —B. & T. Spokesman. 
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Pacific Northwest Retailers Hear 


Installment Plan of 


Buying 


Condemned and Praised 


W. A. Doelle Succeeds C. G. Jennings as President of Pacific Northwest 


Hardware and Implement Association 


IGHLIGHTS at the twenty-first annual convention of the Pa- 
H cific Northwest Hardware & Implement Association, Jan. 27 
, to 29, at the Davenport Hotel, Spokane Wash., were as fol- 
OWS: 

1—Condemnation of the installment plan of buying, by Hobert 
R. Beatty, vice-president, National Retail Hardware Association. 

2.—Declaration by C. S. Wills, treasurer, Seattle Hardware Co., 
Seattle, Wash., that merchants who continually fail to discount 
their bills will in a period of twenty years be forced to the wall. 

3—Criticism by R. H. Lord, manager, Northwest Implement Co., 
Mount Vernon, Wash., that there are too many traveling salesmen 
calling on the retail hardware trade. 

4—-Statement by Dr. W. J. Hindley, educational and executive di- 
rector, Washington State Retailers’ Association, Seattle, Wash., 
that the installment plan of buying is necessary for the maintenance 
of the American standard of living and continued business pros- 
perity; and a recommendation by the same speaker that all condi- 
tional sale contracts be properly recorded in offices of county re- 
corders. 

5—An address by Ralph W. Watson, president, National Retail 
Credit Men’s Association, in which he urged the establishment of 
definite community credit policies for the proper administration of 
credit extension, and for the proper exchange of inter-community 
credit information among retail merchants. 

6—Payment of a dividend of 40 per cent to policy holders in the 
Washington Hardware & Implement Underwriters, which is the in- 
surance division of the hardware association and the reelection of 
all incumbent officers of the underwriters. 

7—The election of W. A. Doelle, Cashmere, Wash., as president 
of the association to succeed C. G. Jennings, Tacoma, of R. H. Lord, 
Mount Vernon, as first vice-president, of L. M. Collins, Fairfield, as 
second vice-president, and the re-election of E. E. Lucas, Spokane, 
as secretary-treasurer. 

The convention was formally opened Jan. 27 by President Jen- 
nings, who said in part: 
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“IT could not devote the time to as- 
sociation work that I should liked to 
have done. Still, in my capacity, I 
have attended, with our secretary, sev- 
eral very enthusiastic district meet- 
ings, as well as the national congress 
at Philadelphia. There we learned the 
viewpoints of manufacturers and dis- 
tributors, which were, in turn, matched 
with the viewpoints of the retailer. 

“We know that those three are the 
actual mechanism, or machinery, which 
form the one great hardware fraterni- 
ty, and we realize that each has a com- 
mon point in view, reached from a 
different angle, and we appreciate 
more than ever association work, with 


its united opinion and thought, which 
brings ‘success’.” 

The hardware merchants were we!- 
comed to Spokane by Mayor Chas. A. 
Fleming, who spoke of the growth of 
the “great inland empire of the Paci- 
fic Northwest” during the past ten 
years. 

Hobert R. Beatty, vice-president of 
the National Retail Hardware Associa- 
tion in his address on “the measure of 
service” condemned the present Ameri- 
can mania for buying everything from 
shoe-oil to waffle irons on the install- 
ment plan. 

Mr. Beatty predicted reduction in 


the number of hardware retailers 
within the next ten years because of 
the entrance of chain stores into the 
field. He said that these stores with 
their high power sales methods are 
forcing individual retailers to become 
better merchants, and that this is forc- 
ing the incompetents out of business. 
The sound, individual, careful, dealer, 
he said, will be able to compete suc- 
cessfully with the chain stores. 

Taking up the fight of the national 
association against the selling of house 
paint on the installment plan, Mr. 
Beatty pointed out that it cost the con- 
sumer 20 per cent more by this plan 
than by cash, or credit direct from the 
retailer—this 20 per cent, he said, 
would go to the financing concerns. 

Orno Dale Strong, editor of the 
New West Trade, spoke along similar 
lines and urged the merchants to be- 
ware of stretching the installment plan 
of selling too far. Mr. Strong de- 
scribed the American people as inven- 
tive but not thrifty, and declared that 
our economic fabric is not entirely 
sound. He analyzed American’s ail- 
ment and asserted that the spirit of 
frivolity and non-productiveness which 
has swamped the nation since the 
World War, lay at the bottom of the 
national insecurity. 

“We play much and work little,” he 
said, “and we consume far above our 
disposition to produce. We can’t get 
by long on such a policy.” 

In his talk on the “vital necessity 
of discounting bills,” C. S. Wills, treas- 
urer of the Seattle Hardware Co., said: 
“Have confidence in your wholesalers 
and your bankers when ina pinch.” Un- 
less retailers get the habit of discount- 
ing their bills within the next three or 
four years, he said, many hardware re- 
tailers would inevitably go out of busi- 
ness. He added that it is his belief 
that any merchant who fails continual- 
ly over a period of twenty-years to 
discount his bills will go to the wall. 
“Discount your bills,” he said, “pay 
up your old accounts as soon as pos- 
sible, and if you have the business your 
banker will carry you temporarily.” 

Orville C. Pratt, city superintendent 
of Spokane schools, spoke on the im- 
portance of retailers knowing some- 
thing about psychology, especially in 
the matter of advertising. He illus- 
trated his talk with a number of ad- 
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E. E. Lucas, Secretary-Treasurer 


vertisements clipped from newspapers 
and magazines. He declared that the 
advertiser or the merchant who today 
is able to get attention is the one most 
likely to be successful. There are six 
ways of doing this, he stated: 1. By 
movement in displays; 2. By arousing 
curiosity; 3. By effective methods of 
approach; 4. By securing affirmative 
responses to questions in order to es- 
tablish a basis of agreement; 5. By 
the use of novelty; 6. By knowing 
when to stop. 

President Jennings paid a tribute to 
Secretary Lucas and told of their ex- 
perience at the national congress held 
last June at Philadelphia. As a re- 
sult a rising vote was tendered Mr. 
Lucas. 

During the meeting of the Washing- 
ton Hardware & Implement Under- 
writers, Jan. 28, presided over by A. 
Z. Wells, Wenatchee, Wash., a dividend 
of 40 per cent to policy holders was 
announced. Mr. Wells in his address 
gave out the following figures covering 
the twenty year-period since the or- 
ganization began writing insurance. 
Total insurance written. . $6,000,000.00 
Total premiums paid.... 1,354,393.41 
Fire losses paid ........ 468,067.68 
Dividends paid ......... 573,093.24 
Absorption of costs by the 

rr 313,232.49 
Surplus on every indi- 

vidual policy of $1,000. 16.00 
Average annual loss by 

fire during 20-year 

period 23,000.00 

Commenting on these figures Mr. 
Beatty said that they are exceptional. 
The average surplus on every $1,000, 
he said, is under $10, and in many in- 
stances it is under $6. 

Robert H. Lord, manager of the 
Western Implement Co., Mt. Vernon, 
Wash., in his talk on cooperation be- 
tween the jobber and the retailer, 
enumerated six different methods of 
distribution now being used in this 
country. These are: 1. From manu- 


facturer to wholesaler to retailer; 2. 
Chain stores; 3. Cooperative buying in- 
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stitutions; 4. mail order houses; 5. 
Auction sales methods; 6. House to 
house canvassing. 

He discussed the farmers condition 
and said that it is precarious, adding 
that the implement dealers condition 
as a result is even worse than that of 
the farmer. There were 7772 farmers 
who went into bankruptcy in 1924, 
the average implement dealer’s profit 
for the same year, he said, was 1.5 
per cent. Mentioning some of the more 
important things that the _ retailer 
should do to improve his business he 
said that he should maintain prices, 
build up an aggressive sales organiza- 
tion, advertise to the consumer, take 
advance orders so that he will know 
what his demand will be, make proper 
displays and give demonstrations, dis- 
count his bills, and take an active 
part in his trade association. 

Mr. Lord mentioned three things as 
th2 weak links in the chain of distribu- 
tion, namely; unnecessary territorial 
competition on the part of both jobber 
and retailer; lack of knowledge of 
proper prices to ask and proper profit 
to get; and expensive sales methods. 

He severely criticized the jobber for 
sending to many traveling salesmen 
into the retail trade. There is a con- 
tinual duplication and over-lapping of 
effort on the part of the traveling 
salesmen, and, he added, there are al- 
together too many now engaged in call- 
ing on the retail trade in both the 
small towns and large cities. About 
one-third as many would be enough, 
he asserted. 

In the question box discussions at- 
tention was devoted to local problems 
of credit and credit extension. It was 
also voted to draft a resolution favor- 
ing the Caper-Kelly bill, now pending 
in Congress, which will legalize the 
establishment and maintenance of re- 
sale prices by manufacturers. The 
question box was in charge of F. A. 
Firnst, Seattle, and R. S. Ehr, Lewis- 
ton, Idaho. 

Ralph W. Watson, Spokane, presi- 
dent of the National Retail Credit 
Men’s Association, urged the necessity 
of establishing community credit poli- 
cies so that all merchants may benefit 
by the interchange of credit informa- 
tion. He outlined the work of the na- 
tional organization and stated that 30 
per cent of the population of the 
United States moves every year. 

“Proper extension of credit,” he said, 
“is an implement of volume and profit 
for the dealer, and one of convenience 
and accumulation for the consumer. 

“One of the greatest evils of the 
day in business,” he said, “is that many 
merchants are competing not in mer- 
chandise but in the extension of credit,” 
which, he said, “should and must be 
stopped.” 


Installment Buying Defended 


Dr. W. J. Hindley, educational and 
executor director of the Washington 
State Retailers Association, Seattle, 
asserted that the modern high stand- 
ard of living could not have been built 
up except by the use of the credit sys- 





49 





Hobart Beatty, 
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tem and the installment plan of buy- 
ing. “More people in the United 
States own their own homes, there is 
more money in the banks, and the gen- 
eral average of living is higher today 
than ever before in the world’s his- 
tory,” he said, “simply because we have 
given men and women in this coun- 
try the right to buy, to accumulate and 
to live better than ever before by using 
the installment plan of buying.” 

The fault is not with the installment 
plan of buying, but with a few indi- 
viduals who have abused it. He ad- 
vocated having all conditional sale con- 
tracts filed and recorded in the county 
record office, and the education of the 
general public in the proper use of the 
installment plan of buying by pub- 
licity through schools, women’s clubs, 
churches, parent and teachers’ associ- 
ations, labor unions and similar or- 
ganizations. “Present prosperity de- 
mands the maintenance of the install- 
ment plan,” he declared, “and it would 
be folly and almost criminal to throw 
it out because of the abuse of it by a 
few, when it is so manifestly valuable 
and necessary for the good of the ma- 
jority.” 

Dr. Hindly also spoke about the 
heritage that the West has received 
from the East and warned his audi- 
ence against provincialism and sec- 
tional consciousness. 

Trustees elected for a term of three 
years by the association are as follows: 
J. M. D. Hansberry, Seattle; J. C. 
Lampert, Yakima; O. E. McCutchan, 
Deer Park; J. R. Stevenson, Pomeroy; 
John Hoene, Cottonwood, Idaho; L. M. 
Collins, Fairfield. 

Officers reelected by the Washington 
Hardware and Implement Underwrit- 
ers are as follows: <A. Z. Wells, 
Wenatchee, president; R. S. Erb, 
Lewiston, Idaho, vice-president; E. E. 
Lucas, Spokane, attorney-in-fact. 

Directors re-elected for a term of 
three years by the Underwriters are 
as follows: A. Z. Wells Wenatchee; 
A. L. Callow, Elma, and A. L. Jameson, 
MeMinnville, Ore. The following 
finance committee was also re-elected: 
J. N. Nankervis, Moscow, Idaho; H. G. 
Jaeger, Plummer, Idaho, and C. E. 
Robertson, Spokane. 
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J. M. Stone 
Secy.-Treasurer 


Methods of Increasing Retail 
Sales Stressed at Kentucky 


John R. Sower Elected President at 26th Annual Meeting of Kentucky 
Hardware and Implement Ass’n—January 12-15 


tucky Hardware and Implement Association came to a close on 
Friday afternoon, Jan. 15, after a four-days meeting which 
was referred to by dealers, jobbers, manufacturers and exhibitors, 
as one of the best attended and most successful in the history of the 


Kentucky association. 

Following the formal opening of the convention at 2:30 o’clock, 
Tuesday afternoon, Jan. 12, President Frank A. McCormick, of 
Winchester, delivered his annual address, in which he made a strong 
appeal forevery member to cooperate with the officers and executive 
committee to the fullest extent in carrying forward the splendid work 
heing done by the State association, in cooperation with the National 
Retail Hardware Association, as he explained the many benefits and 
dealers helps available, upon application to either the State or 
national secretary. 

Speaking of the National Retailers’ Congress held last June in 
Philadelphia, and of the fight waged both in meeting and out by the 
National office in regard to the installment method of selling paints, 
President McCormick said, “I wish that every man could realize the 
importance of his Association, and the weight it carries through the 
National Association in all of the important questions affecting the 


hardware industry and the people.” 


[ue Twenty-Sixth Annual Convention and Exhibit of the Ken- 





Declaring that there was too much having a chat with the men in charge. 


tendency on the part of the member- 
ship “to sit back and ride through, 
while we ‘let George do the work,’ ana 
then we proceed to cuss George if 
things are not done just right and do 
not come up to our expectations.” 
President McCormick concluded his 
address with an appeal that the mem- 
bers patronize the exhibitors, who, he 
said, “help to make our convention a 
success, and I urge upon you the im- 
portance of visiting each booth, and 


This, it seems to me, is the very least 
thing that you can do to show them 
that their cooperation is appreciated.” 

The success of the exhibit, he de- 
clared, was in large measure due to the 
splendid work of the Exhibitors Com- 
mittee, composed of the following man- 
ufacturers and jobbers: J. L. Gard- 
ner, with International Harvester Co.; 
Harry E. Pfingst, Robinson Bros. Co.; 
J. A. Matthews, Brinly-Hardy Co., and 
W. P. Hall, Hall Seed Co. 


At the conclusion of his address, 
W. Henry Funk, of Warren County 
Hardware Co., Bowling Green, pre- 
sented President McCormick with a 
handsome silver mounted gavel. 


“Turning Losses Into Profits” 


This was the next subject on the 
program, on which Rivers Peterson of 
the national office at Indianapolis pre- 
sented a detailed analysis of how one 
hardware store had actually converted 
a sizable loss on the year’s sales into 
a worth-while profit the following 
year. Mr. Peterson pointed out just 
how the owners of the store had ef- 
fected economies which increased their 
margin of profit and otherwise made 
the business more profitable. 

An open discussion of Mr. Peterson’s 
address followed, in which many in- 
teresting questions were asked and 
discussed by those present, the speaker 
pointing out many specific instances 
where similar savings and increased 
profits might be made by the members 
in their own stores. 

A special demonstration on the many 
practical uses of crépe paper in window 
trimming was next presented through 
the courtesy of the Denison Mfg. Co. 
to everyone. This proved a most inter- 
esting feature. 


Convention Committees 


President McCormick next announced 
the following convention committees: 
The meeting was concluded with the 
drawing of lucky numbers for three 
umbrellas, the tickets being given each 
member upon entering the convention 
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hall. This was a feature at the close 
of the meetings each day. 


Election of Officers 


The meeting at 2.30 o’clock Wednes- 
day afternoon was opened by Presi- 
dent McCormick. Report of the Nomi- 
nating Committee was next made by 
B. J. Durham of Danville, which re- 
sulted in the election of the following 
officers of the association for the com- 
ing year: 

President, John R. Sower, Frank- 
fort; first vice-president, W. P. Hall, 
Louisville; second vice-president, Jack 
Clark, Lexington. J. M. Stone was 
reappointed by the executive commit- 
tee for the eighteenth time as secre- 
tary-treasurer. 

Louis Birkle of Louisville and Veach 
C. Redd of Cynthiana were added to 
the executive committee. 

Henry McAfee ef Lawrenceburg and 
G. W. Ankerman of Calhoun were 
named delegates to the N. R. H. A. 
Congress at Indianapolis next June, 
and C. T. Blackwell of Henderson was 
named as delegate to the annual con- 
gress of the National Federation of 
Implement Dealers, to be held in Chi- 
cago next October. 


What the National Is Doing 


Rivers Peterson next presented an 
informal discussion of what the Na- 
tional Association is doing for the 
hardware trades, of the work of the 
Hardware Council in bringing about 
a greater mutual coordination of ef- 
forts between manufacturer, jobber 
and retailer, and outlined the work of 
the National meeting at Philadelphia 
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last June, particularly in the fight 
of the National Association on the 
installment selling of paint and the 
elimination or correction of over 4300 
erroneous examples in more than one 
hundred arithmetics which were pre- 
senting wrong interpretations of profit 
and margin on sales made by retailers. 
This, he declared, was the greatest ac- 
complishment of the National during 
the past year. 


Counsels Against Installment 
Selling 


The campaign of the National on 
the installment sales of paint led to a 
further study of all phases of install- 
ment selling, with the result, he said, 
that all the leading economists, bank- 
ers and others are now aligning them- 
selves against installment selling, 
“among them Roger W. Babson, who 
recently declared that should another 
panic occur it would be one of serious 
and far-reaching consequences, due to 
the fact that it would find almost 
everyone handicapped by heavy debts. 
For this reason, among others, he ad- 
vised cutting down installment sales 
as much as possible.” 

Mr. Peterson spoke on store rear- 
rangement, simplification, small order 
problem, chain stores, increased cost of 
distribution and various other subjects 
of interest to the trade, concluding by 
urging that all Kentucky dealers act 
upon the suggestion of President Mc- 
Cormick and attend the National Con- 
gress to be held in Indianapolis next 
June. 

Report of Secretary Stone was next, 
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followed by his financial report as 
treasurer. 


Effect of Display on Sales 


In introducing the next speaker, 
President McCormick stated that it 
had been decided at a meeting of the 
board of directors that “something 
must be done by the hardware man to 
compete with the chain stores and 
others who are making inroads into 
his sales, so we set out to get a speak- 
er thoroughly versed in chain store 
methods, to tell us just how we may 
best go about planning our stores to 
increase sales and attract more women 
buyers into our stores.” 

He then introduced H. H. Daughters 
of Duluth, Minn., merchandise en- 
gineer and counsellor, who for ten 
years was manager of stores for one 
of the largest chain stores companies 
and who recently planned the new in- 
terior for Stambaugh-Thompson Co., 
the largest retail hardware store in 
the world. 

Mr. Daughters spoke in detail of the 
display methods found to be most con- 
ducive to increased retail sales of hard- 
ware, his subject being “A Sure Way 
to Increase Sales,” or “A New Idea in 
Hardware Merchandising.” A general 
discussion followed his address and an 
actual demonstration as to how to dis- 
play hardware for best sales results. 

Following the opening of the con- 
vention with singing led by President 
McCormick, the Demise Committee re- 
ported the death of A. J. Hinkle of the 
Hinkle Hardware Co., Louisville and 





(Continued on page 45) 





A group of officers and members attending the twenty-sixth annual convention of the Kentucky Hardware and Imple- 
ment Association convention and exhibition, at Louisville, Ky., Jan. 12-15 
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Factors 1n Successful 
Retailing Discussed 
at Indianapolis 


Lloyd W. Slayter Elected President at 27th Convention of 
Indiana Retail Hardware Asseciation, Jan. 26-29 


program contains many excellent ideas and material that a 


\ ) 7HILE it invariably happens that a hardware convention 


dealer can profitably take home and put in practice in his 
own store, it is seldom that a whole program is planned to “put 
over” only one certain group of ideas. However, the 27th annual 
convention of the Indiana Retail Hardware Association, held in 
Indianapolis Jan. 26 to 29, had as its theme a complete and con- 
structive discussion of three factors in the successful operation of 
a retail hardware store, which were (1) maintaining the right oper- 
ating expense ratio, (2) the right pricing of merchandise, and (3) 


increasing volume through planning. 


President H. E. Magee, in announc- 
ing the general plan of the convention, 
at its opening, stressed the fact that 
dealers must continually look for new 
ideas in the conduct of their business 
and emphasized the importance of 
reading trade papers thoroughly and 
regularly and further said that he 
-found he could always find something 
good and practical in each issue of a 
hardware magazine. 

The task of opening up the general 
theme of the convention as the first 
speaker was given to Thomas F. L. 
Henderson, dean of La Salle Extension 
University, Chicago, who chose as his 
subject “Personal Inventory.” He 
pointed out the need of ability to grasp 
ideas, assimilate and to develop. He 
urged a study of all of the competing 
elements to the retail hardware store 
and the cultivation of the attributes of 
success of that competition. In conclu- 
sion he told those present to give seri- 
ous thought to three questions relative 
to the growth and development of their 
store: 

1. Where am I going? 

2. What will it cost me? 

8. Am I willing to pay the price? 

Operating Expense Ratio 

The first factor of the planned study 
by the convention, Maintaining the 
Right Operating Expense Ratio, was 
handled jointly by P. M. Mulliken, as- 
sistant secretary of the Illinois Retail 
‘Hardware Association, and C. W. Hel- 
geson, field secretary of the Indiana 
Retail Hardware Association. Mr. 
Mulliken pointed out that the success 
of the chain store was due in a large 


‘ proximately 3% per cent. 





measure to its complete and accurate 
budget and check system and stated 
that it was imperative that the indi- 
vidual retailers be able to also have a 
detailed knowledge of the items of over- 
head costs. He said that it was really 
immaterial whether a dealer, for ex- 
ample, paid a rent of $10 per month or 
$500, but it was extremely important 
to know whether the sum, whatever it 
was, represented 2 per cent or 20 per 
cent of the gross sales of the store. 

Mr. Helgeson explained in detail and 
with the use of charts, the way to 
arrive at the percentage of the various 
items entering into the cost of doing 
business and gave the average figures 
for the dealers of Indiana. He also 
showed the actual financial statements 
of one store for the years of 1924 and 
1925 in which the overhead was item- 
ized and then reduced to percentages. 
In 1924 this store, after deducting the 
owner’s salary and interest on the 
money invested, showed a loss of ap- 
The fol- 
lowing year, by inaugurating new sell- 
ing methods, the same store, increased 
its sales volume, which in turn, al- 
though the amount of money spent was 
actually more, reduced the percentage 
of expense about 3% per cent, and, 
after making the same deductions 
again, the store showed a profit of 
nearly 6 per cent. 


Right Pricing 

The entire phase of “The Right 
Pricing of Merchandise” was handled 
by E. B. Gallaher, editor of the Clover 
Business Service, Norwalk, Conn., who 
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S. G. Bartel, 
First Vice-President 


gave the dealers considerable food for 
thought and who said in part: 

“The pricing of goods may be con- 
sidered as one of the three basic ele- 
ments of merchandising—for what more 
is there to merchandising than buying 
right, pricing right and selling? 

“With all the pressure that is being 
exerted by the manufacturer to un- 
load huge stocks of merchandise of all 
sorts; sound economic laws have been 
violated or completely ignored—espe- 
cially is this the case with the inde- 
pendent or so-called old-line merchant, 
and he is having trouble in competing 
with the chain store and the mail order 
house. 

“The value of any article must start 
with its actual cost of production— 
material, labor and factory overhead 
plus a legitimate profit for the manu- 
facturer who produces it. This is the 
only real value of any manufactured 
article and any advance in price that 
the consumer is asked to pay for it, 
cannot and does not increase its value 
one particle. If we could have every 
thing we need and use made in the 
town we live in, there would be no 
problem of distribution and the price 
we would pay for goods would there- 
fore, be their real value as supplied 
to us direct by the manufacturer. But 
such a condition can not exist, so we 
as consumers, go out and hire mer- 
chants, both retail and wholesale, to 
collect together stocks of goods for us 
to choose from and to have them ready 
for immediate delivery when and where 
we want them and we are willing to 
pay for the services rendered by the 
merchants who collect and bring to- 
gether these goods for our convenience. 

The right price of merchandise, 
therefore, must now manifestly become 
its legitimate cost of production with 
a reasonable profit for the producer, 
plus the legitimate cost of wholesaling 
and retailing, together with reasonable 
profits for both of the necessary mer- 
chants. But what is the legitimate 
value of these services rendered by the 
wholesalers and retailers? Is the mer- 
chant entitled to charge all the traffic 
will bear? Certainly not. Is he en- 
titled to get his cost of doing business 
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plus a reasonable profit out of the 
merchandise he sells? Positively yes, 
providing his cost of doing business is 
not excessive, in which case he has no 
right to stay in business, as he can 
never give service and compete with 
his more efficient competitors, and he 
therefore becomes a menace to all his 
associates. 
Figuring Costs 


“When you buy an article to re-sell, 
the real honest to goodness value of 
that article is its invoice cost to you, 
plus all transportation charges to land 
it in your warehouse. To this net cost 
of an article, you should add a per- 
centage representing your cost of doing 
business, plus a percentage represent- 
ing a profit. This “mark-up” is based 
largely on book records of past per- 
formances and should include every 
item in the cost of doing business. In 
addition to the usual items, you should 
provide for all probable losses such as 
theft, bad accounts and losses that are 
sustained through the handling of non- 
profitable or convenience lines. In 
other words your prices must be built 
from the bottom up and the use of 
the largely arbitrary resale price set 
by the manufacturer disregarded. 

“There has been complaint that the 
chain store and the mail order house 
are taking away your business. You 
say that they cut prices. But do they? 
If you will look over a mail order 
catalog, you will find that, quality for 
quality, you can sell everything that 
they are offering at the same price 
after adding a full legitimate markup 
to your costs. Why is it then that the 
mail order house and the chain store 
can take business away from you? 
The answer is that they are better 
merchants and are pricing their goods 
on a sound economic theory while you 
are likely not doing so. 
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Jobber and Dealer 


“Under our present day conditions, 
tre merchandising of goods must posi- 
tively be done by what is known as a 
jobber-dealer combination. A _ jobber 
and a dealer can’t live without each 
other and the closer they can work 
together, the more efficient they will 
do their job and at a minimum of ex- 
pense. A chain store is nothing more 
or less than a very perfect jobber- 
dealer combination, working intimately 
together under one general head. In 
other words as far as this part of the 
business goes, we have an ideal condi- 
tion. If there were not some other 
weak links in their method of mer- 
chandising that absorb the great sav- 
ings made at this end, the independ- 
ent old-line jobber-dealer combination 
could not compete at all. 


Increasing Volume 


Nine hardware dealers, eight from 
Indiana and one from Illinois, handled 
the third factor in the convention 
theme—Increasing Volume Through 
Planning—By Lines. Each of these 
men has been notably successful in 
merchandising the particular item 
which he talked about and the talks 
were largely plain statements of the 
methods which had built a sales volume 
in that line. The dealers who spoke 
and their subjects were: I. O. Reinoehl, 
Kendallville, paints; C. H. Heinzerling, 
Garrett, sporting goods; A. G. Haydon, 
Rushville, household and kitchenware; 
H. L. Gaines, Greensburg, ranges and 
heaters; R. C. Socin, Muncie, small 
hardware merchandise; J. J. Garrett, 
Anderson, auto accessories; H. A. 
Hildebrand, Fort Wayne, electric ap- 
pliances; Frank Duncan, radio; while 
Charles H. Williams, Streator, [IIl., 
gave his experience in building up a 
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business on the last three lines named. 

In speaking of his paint business, 
Mr. Reinoeh]l emphasized the fact that 
he carried only one line of paint—a 
quality line—and stocked all items in 
that line. He believes in a thorough 
education of the store salesmen in 
order that they advise customers in- 
telligently and had found that the 
manufacturers were more than willing 
to help educate the clerks. 

Mr. Heinzerling contended that in 
order to sell any article of sporting 
goods successfully, the dealer must 
himself. be a devotee of that sport. 
He stated that the reason that his store 
did not handle golf goods was that 
he had never learned to enjoy the 
game. 

Four cardinal rules for a successful 
range and heater business were given 
by Mr. Gaines to be, a reliable and com- 
plete line, attractive display, changed 
frequently, liberal advertising and 
strictly one price to everybody. 

Other speakers on the program were 
Rivers A. Peterson, of the National 
Retail Hardware Association, who re- 
viewed the activities of that organiza- 
tion during the past year, and J. E. 
Frederick, president of the _ State 
Chamber of Commerce, who spoke on 
the business conditions of the State. 


Election of Officers 


At the final session of the convention 
the following officers were selected for 
the ensuing year; Lloyd W. Slayter, 
Argos, president; S. G. Bartel, Evans- 
ville, first vice-president; Cecil W. 
Miles, Corydon, second vice-president, 
and Charles C. Byran, Tipton, A. G. 
Haydon, Rushville, and I. O. Reinoehl, 
Kendallville, directors. 


The Selling Power of Silence 





old lady, moving away from the counter where 

she had been looking at dress goods. “You 
don’t give a body a chance to make up her mind,” 
and she flounced indignantly out of the store. 

A man walked into a haberdashery and planted 
himself at the garter display, examining one after 
another. A clerk moved up to him with the profes- 
sional, “Anything?”—which apparently is a contrac- 
tion of “Can we do anything for you today?” 

“Yes,” said the man. “I want some garters,” and 
went on looking. 

“What kind?” 

“Sock supporters.” 

“What make?” 

“IT don’t know.” 

“Double or single?” 

“T don’t know.” 

“What color?” 

“For: the love of Mike!” cried the exasperated 


patron. “Show me what you’ve got, all kinds, golf, 


66 Vou talk too much, young man!” said an irate 


hose and sock, Boston and Chicago, red, white and 


blue, double and single, and then keep your mouth 
shut till I ask you the price!” 

There has been much printed and lectured about 
salesmanship. Nearly always this means saying 
something in a certain way—how to meet an objec- 
tion, how to dodge premature mention of the price, 
how to bring the talk back to the goods. But not 
very much is said about the selling power of silence. 

There are many times when a prospect—particu- 
larly one almost sold—pauses and lapses into thought. 
This is a most favorable sign. Experienced salesmen 
remain quiet at such times. The inexperienced be- 
come nervous and think it is a good time to offer 
remarks—usually merely irritating the prospect and 
interrupting his train of thought. 

Judge Gary said in‘a talk to New York University 
students: “The average man, in negotiating, talks toe 
much. It is well to let the other man talk half the 
time.” He might have added that the goods or 
samples should also be allowed a chance to talk. 

There is selling potency in well-chosen silences. 
—The Eaglet. 
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“Making Better Hardware 
Merchants” Slogan of West 
Virginia Convention 


Methods of Meeting Chain Store Competition Discussed at Meeting of 
West Virginia Hardware Association at Charleston—Jan. 19-22 


and with the inducement of installment selling to lure cus- 


\ , 71TH the severe competition of the chain stores facing him 


tomers to spend their money for other things than hard- 
ware, the retail hardware dealer must be a better merchant than 
ever before and must readjust his old ways of doing business to 
meet the changed conditions if he expects to conduct a store which 


‘vill yield him a fair profit. 


This, in brief, was the thought underlying the discussions and 
the talks at the annual convention of the West Virginia Hardware 
Association, which was held at the Kanawha Hotel, Charleston, W. 
Va., on Jan. 19, 20, 21 and 22, 1926. The several hundred members 
present at the various sessions entered into the spirit of the con- 
vention in such a way as to convey the idea that they were in accord 
with the organization’s slogan, “It is the business of the West Vir- 
ginia Hardware Association to make better hardware merchants.” 


“Conditions change, the needs of our 
customers change, we have competition 
that we have never known before, but 
still many hardware dealers have not 
changed to meet the new demands and 
the competition that comes from all 
sides,” stated Robert S. Kuykendall, 
Moorefield, W. Va., president of the 
association, in his annual message. “It 
is certain that we must change from 
the old way of doing business and meet 
the new conditions about us if we ex- 
pect to hold our place in the business 
world and be of real service to the com- 
munity in which we live. 

“There was a time when business 
came with little effort on our part, but 
that time is past and we must now 
study the conditions about us and try 
to stock those lines best suited to the 
needs of our trade and then through 
well-planned advertising, efficient ser- 
vice and fair dealing, together with 
many of the sales helps successfully 
used in other lines of business, meet 
the competition we have and try to 
build up our business not only to our 
advantage. but to the good of those we 
serve. Our success should be measured 
not only by what we get, but by what 
we give. 

“Some men expect to buy on credit 
regardless of their ability to pay and 
in many cases do purchase on long time 
xuecounts part of their groceries, hard- 
ware, dry goods and notions from the 
local dealer, while they supply many 
of their needs from the installment 
houses, get their automobiles through 
the finance companies, send most of 





their money to the mail order houses 
and buy gasoline with the remainder. 

“Who is to blame? Although at times 
many people purchase luxuries when 
to do so they have to deny themselves 
some of the necessities of life, they are 
not entirely to blame for buying from 
the mail order house, the department 
store and the installment house when 
the local dealer in many cases does not 
try to meet competition and supply 
their needs at home.” 


Secy. Carson Discusses Business 
Conditions 

A discussion of conditions in the re- 
tail hardware business as _ revealed 
through the survey of the research de- 
partment of the National office, was a 
feature of the report of Secretary 
James Carson. Mr. Carson said: 

“Business conditions in West Vir- 
ginia have not been of the best during 
the past year, there has been consid- 
erable unemployment in different sec- 
tions, yet our members have held their 
own remarkably well in face of these 
conditions, for reports that have come 
to our office from the West Virginia 
members show that they have held up 
their volume fully as well as the mem- 
bers in Ohio and other States where 
these conditions did not exist. 

“So the lack of volume cannot all be 
traced to unemployment; there seems 
to be other reasons that have helped it 
along. This same problem is affecting 
retail hardware dealers in every State. 
Increased overhead expense with a cor- 


responding lack of increase or a de- 
crease in volume of business. We want 
to mention a few of the causes for this, 
in our opinion: first, the intense compe- 
tition to the retail hardware stores 
from almost every other class of busi- 
ness. This has grown by leaps and 
bounds in the last few years. The 
smaller articles of hardware that go 
into every household are now sold by 
stores of every description, chain stores, 
department stores, drug stores, barber 
shops, and any one with a little cash 
money can buy a stock of hardware, 
from the smallest amount up. Even 
farm bureaus have entered the field. 
Production seems to have increased so 
much faster than the demand that some 
manufacturers have resorted to ped- 
dlers canvassing from house to house in 
order to distribute their product. This 
all has an effect on the values of busi- 
ness done by our members. 

“Another reason is the plan of sell- 
ing goods on installment payments that 
seems to have grown in favor very: rap- 
idly in the last year or two. Automo- 
biles, radios, furniture, stoves, electric 
washing machines and now comes cloth- 
ing. It does not take much of a mathe- 
matician to figure out that after pay- 
ments have been divided up, the wage 
earner has no cash left for anything 
but gasoline. 

“However, there are hopeful signs on 
the horizon. A committee made up 
from members of the hardware manu- 
facturers’ association, the wholesalers 
and our National association, has been 
appointed to study the problems of dis- 
tribution as well as other problems of 
the trade, and we have faith that much 
good will come from their investiga- 
tions.” 


Proper Store Arrangement 


Proper arrangement of a hardware 
store so that the merchandise is at- 
tractively displayed and so that cus- 
tomers will be led to buy as many 
items as possible was emphasized by 
H. H. Daughters, merchandising engi- 
neer, who for 10 years was manager 
of a five and ten-cent chain store. Mr. 
Daughters said that a store should have 
a lay-out which will bring customers 
into contact with the merchandise and 
will lead them to all parts of the store. 
In the average hardware establishment 
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people coming in to buy goods only 
travel through 10 per cent of the store. 
Under these circumstances a retailer is 
operating a warehouse in a high rent 
district, because of the amount of mer- 
chandise which moves infrequently. 

The new type of successful retail 
hardware store, according to Mr. 
Daughters, has no display counters on 
the sides to divert the attention of cus- 
tomers. This radical change is due to 
the fact that wall space and shelving 
are estimated to be worth but 15 per 
cent of the store. 

Mr. Daughters stated that a plain, 
simple display is the best, because with 
the exclusive display goes the sugges- 
tion of high prices. As show cases do 
not readily sell merchandise, flat top 
tables can be utilized to the best ad- 
vantage. They are far superior to flat- 
top tables, which give the purchaser an 
opportunity to view only part of a dis- 
play at one time and which also en- 
courage stealing of goods. 

Every article on display should have 
a price tag with the figures legible sev- 
eral feet away, declared Mr. Daugh- 
ters. The tag completes the desire that 
a person has to buy an article. Even 
an insignificant item in a chain store, 
selling at 10 cents, would have its sales 
cut in half without the price tag. 

If a dealer has only limited space in 
his store, he should put out on his 
tables those items which have the big- 
gest turnover and should relegate to 
the lower shelves the slower moving 
products. Mr. Daughters pointed out 
that glass partitions on display tables 
are much better than wooden partitions, 
because they show the merchandise to 
better advantage. 


Failures Less Than 1 Per Cent 


Hardware retail failures are less than 
i per cent, and 50 per cent of the hard- 
ware merchants make money, accord- 
ing to Rivers Peterson, editor Hard- 
ware Retailer, in an address in which 
he told of the work that the National 
Retail Hardware Association is doing. 
He stated that hardware men should 
not add to the present list of items 
which are sold on credit and should try 
to obtain a larger down payment on 
goods which are disposed of on the in- 
stallment plan. 

W. H. Farley, merchants’ service de- 
partment, National Cash Register Co., 
Dayton, Ohio, in an address on “Start- 
ing the New Year Right,’ compared 
antiquated methods still in use in some 
hardware stores with the modern meth- 
ods employed in chain stores. He 
showed the advantage of attractive dis- 
plays of merchandise and urged the 
hardware men to utilize scientific buy- 
ing and selling policies and to avoid 
carrying surplus stocks. “Merchandis- 
- ing Electrified Hardware” was the topic 
of Mr. Vea, vice-president Dover Mfg. 
Co., Dover, Ohio, who told the mem- 
bers of the association how to increase 
their electrical goods sales. 

Activities now under way to secure 
repeal of the West Virginia gross sales 
tax law were outlined at the conven- 
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tion by Clarence H. Stein, secretary of 
the West Virginia Council of Retail 
Merchants. The Council, which was 
organized in 1924 to coordinate the ef- 
forts of the retail dealers of the State, 
was largely responsible for preventing 
the doubling of the gross sales tax a 
year ago. Mr. Stein advocated the 
support of the ratification of the State 
amendment for the classification of 
property, stating that such a source of 
taxation would yield sufficient revenue 
to make the gross sales tax unneces- 
sary. 


Installment Selling Condemned 


In welcoming the convention dele- 
gates to Charleston, W. C. Kelly, chair- 
man of the board of the Kelly Axe Mfg. 
Co., Charleston, condemned the policy 
of selling on installment and stated that 
it will react to the serious detriment of 
most of those who engage in it, if not 
bring disaster to the entire country, un- 
less the tendency in that direction is 
minimized. 

Mr. Kelly made a strong plea for the 
support of measures relating to water 
transportation routes. He said that 
“the cost of water transportation as 
comvared with rail carrier is, under 
proper management, only about 10 to 
“0 per cent of the cost by rail. Modern 
barges, driven by a modern tow boat, 
and correlated with the new road sys- 
tems over which trucks can operate, are 
bound to bring about more economical 
methods in the distribution of merchan- 
dise, bringing the manufacturer and 
producer closer to the retail dealer and 
the consumer, thus affecting every citi- 
zen in the United States and reducing 
the cost of living. 

“As a manufacturer I feel that our 
problem of transportation will soon be 
solved. We will have access to prob- 
ably 75 per cent of the hardware mar- 
kets of the country. We are now as- 
sembling cur coal and stee! in our own 
boats at a greatly reduced cost, and 
when the waterways are completed, we 
will be able to deliver our goods to all 
of the markets on the waterways and 
from there to interior points by motor 
truck. 

There is no State in the Union which 
will be more benefited than West Vir- 


ginia through the completion of the im-_ 


provements of inland waterways, de- 
clared Mr. Kelly. When the Ohio and 
other rivers are navigable at all times, 
West Virginia manufacturers can trans- 
port their products to a large number 
of States and to foreign markets at a 
low cost. Under present conditions, 
said Mr. Kelly, the Panama Canal has 
worked a relative disadvantage to the 
people of about one-half of the states 
in the Union. It enables foreign manu- 
facturers and shippers, as well as New 
England and Atlantic seaboard ship- 
pers, to transport their goods to the 
Pacific Coast and to certain foreign 
countries at about one-half the cost to 
manufacturers in the Middle West, who 
have high railroad freight rates to the 
seaboard. Mr. Kelly urged the sup- 
port of a bill to be introduced in Con- 
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gress which will provide for the is- 
suance of $204,000,000 in bonds, the 
proceeds to be used for the completion 
of inland waterways. In this way in- 
land manufacturers will be able to 
reach their logical markets at a cheap 
rate. 

“Live and Help Live” was the sub- 
ject of an address by Roy F. Soule, 
editor Hardware Dealers Magazine, at. 
the annual banquet of the association: 
at the Kanawha Hotel. ' 

A large portion of the intangible’ 
property of the State is not reported: 
for taxation, large sums are sent out 
of the State to escape the high rate of 
taxation, and the present system dis- 
courages business and keeps new enter- 
prises out of West Virginia, according 
to a resolution passed at the closing 
session of the convention which asked 
for repeal of the gross sales law. The 
resolution was prepared by a commit- 
tee consisting of T. A. Jones, Mount 
Hope, chairman; L. L. Lee of Ronce- 
verte, Earl Moss of Logan, Richard 
Frye of Keyser and Mr. Webster of 
Terra Alta. 


Election of Officers 


James C. Fielding, well-known 
Charleston hardware dealer, was elect- 
ed president of the association for the 
coming year. Other officers are Homer 
Drane of West Union, first vice-presi- 
dent; Richard Frye of Keyser, second 
vice-president, and F, A. Stahlman of 
Parkersburg, member of the executive 
committee. Outgoing President R. S. 
Kuykendall and James C. Fielding will 
be delegates to the national convention, 
while W. H. Pirrung of Williamson and 
Huntington will be the representative 
to the West Virginia Council of Retail 
Merchants. The selection of the time 
and place of the next convention will 
be made soon by the new officers who 
are expected to reappoint James B. 
Carson, Dayton, Ohio, as secretary. 


New Purchasing Chain in 
3 Canada 


—* of the smaller department 
stores in Ontario have formed a 
new buying group and have become in- 
corporated under the name of “Feder- 
ated Distributors, Limited,” according 
to consular advices to the Department 
of Commerce. The company will buy 
direct from the manufacturers from 
samples and will sell to each store in 
the Federation. Kitchen utensils and 
household hardware later will be added 
to staple lines, such as dry goods and 
shoes, which are to be dealt in. Every- 
thing the member department stores 
handle, the report says, will in time be 
bought through the central purchasing 
office. The new buying group, it was 
declared, was formed to get the advan- 
tage of quantity purchasing. The com- 
pany will maintain resident buyers in 
New York, Paris and London, so that 
by importing direct, it is hoped to ef- 
fect economies that can later be re- 
flected in the selling price. 
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The Hardware Council 


By Saunders Norvell 


HE appointment of The Hardware Coun- 

cil by associations composed of manu- 
facturers, jobbers and retailers pre- 
supposes, at the outset, an acceptance 
of the theory and practice of distribu- 
tion from the manufacturer to the jobber and from 
the jobber to the retail dealer. It must accept the 
principle that the manufacturer should look largely 
—in fact—almost entirely, to the jobber for his dis- 
tribution and that the jobber should look largely— 
in fact—almost entirely, to the retailer for his dis- 
tribution. If this principle of distribution had not 
been accepted at the outset, it would be an absurdity 
to have a council of these three divisions of the 
trade to work out co-operative suggestions for the 
general welfare. If the above principle of distri- 
bution had not been accepted, naturally the Council 
would have gone to pieces when this most important 
question of all was first proposed. As the Council 
has had several meetings, we naturally take it for 
granted that it is working with this principle fully 
accepted. This being the case, the other questions 
that will be decided by the Council will all be more 
or less involved with this method of distribution. 


* aa * 


This article is written entirely from the outside. 
Except from what has been published in the press, 
the writer knows nothing whatever of the decisions 
of The Hardware Council. Therefore let us make 
it clear that this article has no official significance 
whatever. This article is not inspired. No one has 
asked us to write it. In fact, we may be reminded 
of the saying that “fools rush in where angels fear 
to tread!” Recently we read the statement some- 
where that if you make people think that they think, 
they will love you, but if you actually lead them to 
think they will hate you. If this statement is true, 
we have before us the alternative of being con- 
sidered insincere on the one hand while, on the 
other, we run the risk of losing some of our friends. 
However, with eyes open, we take our chances! 


7 * * 


Our first thought about The Hardware Council is 
that the jobbers have far more to gain from this 
Council than either the manufacturers or the re- 
tailers. The manufacturer, if it came to that, could 
sell direct to the retail trade without the assistance 
of the jobber. The retailer also, if it should come 
to that, can buy direct from the manufacturer, leav- 
ing the jobber out in the cold. Therefore it seems to 
us that the jobber, being the middle man, has most 
of all to gain from this Council and consequently 
should be the most active and the most sincere in his 
efforts to make this Council of real value in sup- 
porting the theory that hardware should be dis- 
tributed in the main from the manufacturer to the 
jobber and from the jobber to the retail merchant, 





with the interests of all three branches fully 
protected. 
+ * * 

We can write very frankly on this point because 
it is well known that we have always advocated and 
still believe that here in America, with our enor- 
mous country and the vast distances that lie between 
the manufacturer and the retail merchant, it is 
more economical and better for the country at large, 
for the present at least and for many years to come, 
for goods to be distributed, especially to the smaller 
class of retail merchants, through jobbers scattered 
through the various distributing centers in the 
United States. In the years to come, manufacturers 
as well as jobbers may find locations in all parts of 
the country. That condition may lead to changes in 
distribution but that time is so far in the future 
that it is entirely outside of the pale of present 
practical business politics. Let us therefore accept 
with The Hardware Council, without further discus- 
sion, the principle that at the present time, the most 
satisfactory and economical distribution of hard- 
ware is from the manufacturer to the jobber to the 
retailer to the consumer. 

a * * 


Just as soon, however, as this general principal 
is accepted, we find ourselves facing new problems. 
If the members of The Hardware Council have the 
courage to meet these problems, as we have no doubt 
they will, we wonder what their pronouncements will 
be. We must admit we look forward with keen inter- 
est to their decisions. There are, of course, a lot of 
little questions that in this comparatively brief ar- 
ticle we must ignore. Let us take in hand some 
of the more important problems that immediately 
come to the front. For instance, what about the 
large retail merchant doing a strictly retail business 
in the larger class of cities? These merchants buy 
many lines of goods in generous quantities. Their 
volume of sales on many lines is just as much as that 
of the average jobber. Should the manufacturer, 
sell this class of retail merchants direct? All of us 
know that at present most of the manufacturers are 
selling this large class of retail merchants. The fact, 
however, that this is true has not been advertised 
by the manufacturers nor have the jobbers had 
much to say on the subject. Nevertheless, the situa- 
tion has been accepted. It has been accepted be- 
cause it is logical and because it can not and will 
not be changed, regardless of any of the recommen- 
dations or suggestions of The Hardware Council. 


a. = 


We all know that chain stores and 5 and 10 cent 
stores operate almost exclusively in the more im- 
portant cities. The larger class of retail hardware 
dealers come more in competition with such stores 
than the small retailers in the smaller cities and 
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villages. It also must be admitted that the chain — 


stores and the 5 and 10-cent stores, on account of 
the enormous quantities of their purchases, buy as 
cheaply as the jobbers. Therefore, in order to meet 
this competition, it is necessary for these large re- 
retailers in the cities to buy their goods approxi- 
mately as cheaply as such competitors. This 
naturally can only be done by buying direct from 
the manufacturers. In other words, the large re- 
tailers in these cities, in the nature of the case, in 
our opinion should and very likely do buy goods in 
the main from manufacturers at jobbing prices. 
This situation works out, not only by reason of the 
larger orders that this class of retailers can place 
but also on account of the extent and nature of 


the competition they must meet. 
, * a * 


On the other hand, in the light of the fact that 
the jobber is expected to take care of the business 
of the small retailer with frequent small orders in 
fractions of a dozen, the manufacturer, in all fair- 
ness, should leave these small retailers alone. It 
seems to us that a manufacturer, who is selling a 
very large part of his production to the jobbing trade 
and who is also taking the business from the great 
retailers in the large cities, can well afford to be 
generous and leave the business of the rest of the 
retail hardware trade to the jobber. A manufac- 
turer shows a greedy disposition when he not only 
seeks the business of jobbers, of department stores, 
of chain stores, of mail order houses, of the larger 
retailers in the large cities, but goes still further 
and solicits the business of the better class of re- 
tailers in the small cities. He is crowding the 
mourners. The jobber has a right to ask that 
manufacturers limit their activities to the extent of 
at least allowing the wholesale distributor to take 
care of the business of the medium and smaller 
class dealers. 

*% * *% 

If this contention is granted in the form of a pro- 
tection to the jobber by the manufacturer, then the 
retailer has a clear right in his turn to ask protec- 
tion from the jobbing trade. No jobber who is ac- 
tually entitled by the volume of his business to be 
called a wholesale distributor thinks clearly if he 
does not realize the great danger, not only to him- 
self, but to the jobbing business as a whole, when 
he fails in his loyalty to the retail trade by selling 
goods to consumers in competition with his retail 
customers. This practise on the part of many job- 
bers, especially the smaller class of jobbers, is bit- 
terly resented by the retail hardware trade of the 
country and in the opinion of the writer they are 
fully justified in this resentment. If the jobber ex- 
pects protection from the manufacturer on one hand 
and the loyal support of the retail trade on the other, 
he must fully realize that he should deserve this con- 
sideration by keeping his own house in order and re- 
membering that the first rule to be laid down in busi- 


ness is the “Golden Rule.” 
% + * 


So much for the duties and obligations of jobbers 
and manufacturers. The retailer also has his obli- 
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gations. If he is protected by his jobber, he owes a 
loyalty to this jobber. He should not, for instance, 
give the jobber the skimmed milk of his business in 
the way of small orders in fractions of a dozen and 
then send handsome, large orders, on which there is 
a better profit, direct to the manufacturers. In the 
case of one jobber being loyal and another not, pref- 
erence should be given to the loyal jobber. 
* * * 

It seems to me in my casual thinking about this 
Hardware Council that the whole situation is one of 
loyalty. There must be unselfish cooperation be- 
tween the various branches of the trade. There 
can be no cooperation without a sense of loyalty 
and it is hardly fair for any class of dealers 
to ask loyalty from another class when they 
are not willing to be loyal in return. Almost 
all of the associations such as The Hardware 
Council go to pieces on the rock of selfishness. Are 
we not justified in hoping that the hardware trade 
has grown up to man’s estate? Has it not laid aside 
the jealousies and vanities of children? 

The hardware trade has set an example to many 
other lines of business of good sense, honor, integ- 
rity and stability in its business dealings. Every 
hardware man has a right to be proud of the fact 
that he is a member of the hardware trade. Now, 
has not the time come when the representatives of 
the three great branches of the hardware trade can 
set another example of how, notwithstanding their 
differences, these three branches—manufacturers, 
jobbers and retailers—can work together unselfishly 
for the good of the whole hardware business? 

¥* * * 

We, of course, know that a certain class of busi- 
ness philosophers do not believe that there is much 
altruism in business. Such philosophers constantly 
look for a selfish motive. Allow us therefore to 
admit that while all of us in the main are selfish, 
at the same time, there is such a thing as mean, 
petty selfishness while, on the other hand, there is 
another form of selfishness that from every angle 
takes a broader view—a form of selfishness that may 
well be called “enlightened selfishness.” 

* * *% 

Therefore if our practical and hard-boiled expe- 
rience does not lead us to expect the hardware mil- 
lenium to immediately follow as a result of the 
labors of The Hardware Council, still, are we not 
justified in believing, as we do believe, that this 
Council will lay down certain general principles 
that should govern the cooperation between manu- 
facturers, jobbers and retailers that will appeal to 
the enlightened selfishness of the hardware trade? 
We believe that their decisions at least will be ac- 
cepted as being the result of experience and mature 
thought, as the judgment of men in the three 
branches of the hardware trade that know the hard- 
ware business fully from axes to zinc. 

* * % 

The writer is not a great believer in the efficacy of 
flattery. Fullsome compliments are usually a sign 
of insincerity. All of us remember the story told 
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Selling Athletic 
Goods Ahead 


of the Season 


N idea which brought to this firm increased and 
A worthwhile business in baseball euipment is one 
which could be used with possible variations 
in any hardware store. With an idea to digging up 
prospects for athletic equipment among the academies, 
preparatory schools and high schools in the State of 
Vermont, a special letter was printed and sent to a 
list of about fifty such institutions. The letter was 
addressed to the personal attention of the athletic 
managers of the respective institutions. 

The management of the business believed, in the 
last analysis, that the only way to build up a good 
lucrative trade in baseball equipment was to advertise, 
dig up possible prospects, and then use every effort to 
sell them. This was the idea behind this special cam- 
paign. 

The fact was mentioned in the letter that the firm 
was a distributor for a well-known, nationally adver- 
tised line of athletic equipment and that in itself 
helped to give the letters favorable attention and re- 
sultant orders. The firm, of course, gave schools order- 
ing athletic equipment a certain discount, which made 
it worth while for them. After it received their orders 
it endeavored to give them very prompt attention, ac- 
curate handling and early shipment. Of course service 
of this kind could only result in one thing—repeat 
business. 

In order to properly line up the schools on baseball 
equipment the letter was mailed out during the early 
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NOTICE TO ATHLETIC MANAGERS 


Assuming that you are in the 
market for a quantity of athletic 
equipment such as baseballs, bats, 
gloves, etc., before the baseball 
season opens, we would like to be 
favored with orders for same. We 
are distributors for the nationally 
BOE. 645 60 Sewanee line of athletic 
equipment, so you can readily see 
that we can save you money on your 
baseball equipment and other ath- 
letic supp.ies. 

We make it our policy to give 
all orders prompt attention. We 
need not tell you of the excellent 
quality and universal popularity of 
We <eunewe ds ses line of athletic 
gsoods--that is evident to you. 





Just a suggestion: why not 
determine what you will need for 
supplies, send us a list and we will 
be very glad to quote you prices on 
anything in which you may be 
| interested. Or if you care to send 
| us an order, we will guarantee the 
| prices to be satisfactory. 
| We shall be glad to serve you 
in any way possible. Trusting that 
we may be favored with an early re- 
ply and thanking you for your 
attention, we are, 


Yours for athletics, 


THE PECK COMPANY 











_ ee 





This idea increased not only sales of baseball equipment 
but also stimulated sales in other lines of sporting goods 
and we believe helped general hardware sales. 


part of February. The results the first year were very 
encouraging and the idea surely helped in the turn- 
over of not only baseball equipment but also in other 
seasonable and sporting goods paraphernalia. 





‘“Can’t Keep a Customer on the Ground,’’ Says N. J. 
Merchant as Store Is Moved 


Asbury Park, N. J., is just now eight feet off 

the ground and in process of transit. It is 

being moved by a horse winch and cables to a new 

site across the street. But business goes on as usual. 

Cook had an idea this morning when the store 

weighed anchor and got under way, so to speak, that 
he’d have to suspend business activities. 

But he reckoned without his customers. Arrived 
one James Tobin, of Wanamassa, a suburb, with a 
mind to pick out a new saw and get some ten-penny 
nails. He pursued the store several feet, and SOS’d 
to Mr. Cook who put his head out the porthole. 


1 Asbu COOK’S hardware store in Main Street, 


“Put down a ladder,” shouted Mr. Tobin. “I want 
to come aboard.” 

“T’ll sell you a ladder,” hallooed Mr. Cook, thereby 
attesting to his acumen in the hardware business. 

“Shove out a $2 one,” agreed Mr. Tobin. “I can use 
it any how.” So the ladder was put out and Mr. 
Tobin came aboard, made his purchase and then 
hauled his ladder off with him when he departed. 

Then Mr. Cook put out a ladder of his own, which 
he fastened just off the ground, a number of cus- 
tomers coming aboard thereafter.—New York Eve- 


ning World. 
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SAMUEL D. LATTY DEAD 


Was President of Kirk-Latty Mfg. Co. 


president and founder of the Kirk-Latty Mfg. Co., manufac- 


Srresiae D. LATTY, a prominent figure in hardware circles and 


turer of bolts, nuts, rivets, etc., Cleveland, Ohio, died at his 


home in Lakewood Jan. 31. 


He had been ill for several months but 


his recovery was expected until a week ago, when he suffered an 


apoplectic stroke. 


Mr. Latty was born in Raynham, 
Mass., Sept. 12, 1864, and spent his 
early youth in New England, coming 
to Cleveland in 1886 when he was 22 
years of age. 

His first work in Cleveland was as a 
salesman for the W. Bingham Co., with 
whom he remained for a number of 
years, after which he became sales 
manager for the National Screw & Tack 
Co. Five years later he put his savings 
into a business of his own, the out- 
growth of which is the Kirk-Latty Mfg. 
Co., which has grown from a modest be- 
ginning to one of the largest bolt, nut 
and rivet manufacturing concerns in 
the world. 

The Kirk-Latty Mfg. Co. was organ- 
ized by Mr. Latty in 1895 and in 1898 
became an incorporated company. Since 
that time its corporate structure has 
been unchanged. At the time of his 
death he was president and general 
manager of the company and his tire- 
less energy and keen foresight were 
solely responsible for the success and 
achievements his company has made. 

Mr. Latty was an active member of 
various associations, such as the Ameri- 
can Hardware Manufacturers, of which 
he was an officer for many years, and 
also with certain jobbing associations, 
as well as the Farm Implement and 
Stove Manufacturers’ Associations. 

In Cleveland he was prominent in 
club affairs, being a member of the 


Henry Lockwood Dead 


Henry Sanford Lockwood died at his 
home in South Norwalk, Conn., Feb. 5, 
at the age of 75. He was president of 
the Lockwood Manufacturing Company 
of South Norwalk, manufacturer of 
builders’ hardware. He had been a 
leading figure in the American hard- 
ware trade for forty years and was in- 
fluential in the development of South 
Norwalk. 


Two Hardware Stores in 
Jackson, Miss., Merge 


The T. McClelland Hardware Co. and 
the Addkison-Bauer Hardware Co. 
have been consolidated at Jackson, 
Miss. The combined firm is housed in 
the one store, the present site of the 
Addkison-Bauer Co. 

The consolidation is a result of the 
purchase recently of the Addkison- 
Bauer store by the Orgill Bros. Hard- 
ware Co. of Memphis, Tenn. The Mc- 
Cleland store was purchased also by 
this company, and the combination was 
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Shaker Heights Country Club, West- 
wood Country Club, Cleveland Athletic 
Club, Clifton Club, Mid-Day Club and 
the Seaview Golf Club of Absecon, 





Samuel D. Latty 


Ohio. He was also active in civic af- 
fairs and was a member of the Cham- 
ber of Commerce and the Chamber of 
Industry. 


effected in order to remove the diffi- 
culty of duplicated departments and to 


‘complete the lines. 


The Memphis firm has bought several 
sites next the present location of the 
new consolidation for the purpose of 
enlarging the floor space. Remodeling 
has been begun; the cost will be ap- 
proximately $5,000. 





The Townsend Co. Celebrates 
110th Anniversary 


The Townsend Co., New Brighton, 
Pa., has issued announcement of its 
one hundred and tenth anniversary 
and it is said to be the oldest wire mill 
in America. The company was started 
in 1816 as R. Townsend & Co., and 
there were subsequent changes of 
name to W. P. Townsend & Co. in 1864, 
and to C. C. & E. P. Townsend in 1894. 
The business has been known as the 
Townsend Co. since 1916. Officers are: 
R. T. Townsend, president and general 
manager; J. Townsend, vice-presi- 


dent, and V. L. Bradford, secretary | 


and treasurer. 
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MEETING OF SAVE THE 
SURFACE COMMITTEE 


Accomplishments of the Year 
Discussed 


At the annual meeting of the Save 
the Surface Committee of the Interna- 
tional Association of Master House 
Painters & Decorators, held in the Wil- 
liam Penn Dining Room of the Ben- 
jamin Franklin Hotel, Philadelphia, 
Feb. 2, H. C. Strom of St. Paul, de- 
scribed how the campaign to have in- 
terior work done during winter months 
had netted, according to some thirty 
master painters whom he interviewed, 
about $20,000 worth of business on an 
advertising investment of $1,500. Each 
dollar’s worth of this business, he said, 
was directly attributable to the adver- 
tising campaign which the master 
painters of St. Paul had carried on by 
means of newspaper advertising, di- 
rect mail advertising, and signs for 


' motor trucks. 


“The advertising,” said Mr. Strom, 
“set forth the campaign as a civic 
proposition; letters from President 
Coolidge, Secretary Hoover, the gover- 
nor of Minnesota, the mayor of St. 
Paul and prominent business men of 
that city were featured. The fact that 
the owner would save from 5 to 15 
per cent by having work done during 


the so-called dull months, was also 
featured.” 
Mr. Strom declared that even in 


the cold climate of the northwest, a 
contractor could always make money 
by doing work at 10 per cent less be- 
cause he would have the best men to 
work with and he could get more work 
out of them. He said that it was four 
years ago that the St. Paul Master 
Painters’ Association pioneered in this 
effort to secure business during the 
winter months, and that their success 
convinced him that such effort was 
worth while and he believed all other 
cities should go into it. This year the 
St. Paul association has been instru- 
mental in bringing in all branches of 
the construction industry with the re- 
sult that not only painting, but also 
building operations, are suggested to 
the public in the campaign costing 
about $5,300. He said that they hoped 
for a $10,000 campaign next year. 

William Downie of Cleveland, chair- 
man of the Save the Surface Commit- 
tee of the International Association, 
read his report, which was unanimous- 
ly approved, upon motion by J. P. 
Rising of Chicago, and seconded by H. 
F’. Moers, Racine, Wis. 

The question of increasing member- 
ship in local associations was discussed 
at some length by General Secretary 
Carl Dabelstein, N. Muirhead, 
Bridgeport, Conn., past President 
Charles Greenhalgh of Paterson, N. J., 
and Ernest T. Trigg, chairman of the 
Executive Committee of Save the Sur- 
face Campaign. 


W. P. Champney Dies 


W. P. Champney, for years presi- 
dent Eberhard Mfg. Co., Cleveland, 
died at Seabreeze, Fla., Jan. 24, at 
the age of 74 years. He recently re- 
signed as president of the Eberhard 
company, but remained on the direc- 


| torate. 
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390 GUESTS ATTEND BANQUET 
OF MERCHANTS AND MANUFACTURERS 


Presentation to Pres. E. J. McAleer and to Secy. T. James Fernley 
More than 350 guests attended the fortieth annual banquet of 


the Hardware Merchants and 


Philadelphia, held at the Bellevue-Stratford Hotel, Feb. 4. 


Association of 
Fea- 


Manufacturers’ 


tures of the event were presentations to E. J. McAleer, Sr., new 
president of the association and toastmaster of the evening, and to 
T. James Fernley in appreciation of his long services as secretary. 


Following the invocation by Rev. 
Edwin Yates Hill, and the singing of 
“America,” S. Horace Disston, retiring 
president, called attention to members 
who had passed away during the year, 
and all arose in tribute to the memory 
of Robert J. Maharg, Stillwell E. El- 
dridge, Henry Rose and Thomas H. 
Russell. 


Mr. Disston introduced E. J. Mce- 
Aleer, Sr., the new president of the 
association and toastmaster of the 
evening. 

Mr. McAleer was presented with a 
floral tribute from his organization 
which he received with the remark that 
President Coolidge was his idea of a 
toastmaster because of his brevity. It 
appears that the President attended 
church alone and on returning home 
was questioned by Mrs. Coolidge as to 
the topic of the sermon. “Sin,” replied 
the President. On being pressed fur- 
ther regarding the minister’s attitude 
toward sin, the President replied, “He 
was against it.” At this point in the 
program several alarm clocks arranged 
along the speakers’ table sounded off 
at one minute intervals—the ringing 
continued and it was here remarked 
that there was some significance in the 
fact that only one man at the speakers’ 
table knew how to shut off an alarm 
clock. 


Bartley J. Doyle in responding to 
“The Young Man of the Future and 
Our Responsibilities,” sounded a warn- 
ing against the tendency toward keep- 
ing young men in one position because 
they are good and not allowing them 
to grow and advance. 


National Clean Up Campaign 
Bureau Now Open in 
New York 


Shipment of the campaign material 
and working equipment of the National 
Clean Up and Paint Up Campaign 
Bureau from St. Louis to the new Na- 
tional Clean Up and Paint Up Cam- 
paign headquarters at 243 West Thirty- 
ninth Street, New York, was completed 
Jan. 28, when the last of more than 
sixty packing cases, aggregating twelve 
tons in weight, was delivered by the 
transportation company. While it will 
require probably two weeks to prop- 
erly install the material and equip- 
ment in the new offices, the Bureau is 
now open for business. 

Within three hours after the first 
case had been opened, the first order 





Dr. William H. Fineshriber, Rabbi 
Keneseth Israel Synagogue, brought 
out some salient facts in his response 
to “America, Old and New.” He re- 
ferred to our being accustomed to all 
the advantages of America, that we are 
indeed fortunate to be born in America, 
that the average person gets along 
after a fashion in Europe but there 
their aspirations to higher things are 
tortured. He paid a tribute to the mem- 
ory of Washington, Lincoln and others 
who were leaders in their day and the 
result of their work which we now en- 
joy. He asked, “Is the New America 
the end of the tale or are there other 
things which America can produce?” 

Rev. John L. Davis, D. D., in his ad- 
dress “The Dimensions of Life,” re- 
ferred to some extent to the minister 
and the layman, saying, “We are all 
under the same moral obligation only 
we ministers are a little further under.” 
In referring to the power of organiza- 
tion he said, “Long before man learned 
it, the bees, wolves and other creatures 
traveled in flocks—if three men organ- 
ized can rob a trainload of people, what 
could this gathering of men do?” 
“There is no use for any man being 
discouraged in America, for it is never 
too late to start nor too early to begin. 

T. James Fernley was presented with 
a beautiful traveling bag in token of 
his long service as secretary of the as- 
sociation. 

There were three hundred and fifty 
diners present at the affair and appro- 
priate souvenirs for the occasion were 
furnished by twenty-nine manufactur- 
ers and dealers. 














for campaign supplies had been packed 
and placed in the hands of the Amer- 
ican Railway Express Co. Before all 
of the cases had been opened, all of 
the orders for supplies on file in New 
York, including those which had been 
forwarded to New York from St. 
Louis while the shipment was in tran- 
sit, had been filled. This immediate re- 
sumption of service was rendered pos- 
sible through a detailed inventory of 
the shipment from St. Louis, which 
had preceded the arrival of the mate- 
rial and which enabled a speedy loca- 
tion of the respective kinds of supplies. 

The financial solicitation of the trade 
for the support of the 1926 campaign 
was started prior to the arrival of the 
shipment and is being pressed with all 
possible speed in order to hasten the 
launching of the 1926 campaign activ- 
ities. 
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Devoe & Raynolds Hold 
Annual Sales Conferences 


The annual sales conventions of 
Devoe & Raynolds Co., Inc., were held 
during January at the headquarters of 
their four sales districts. 

The salesmen of the eastern dis- 
trict, comprising the New York, Phil- 
adelphia, Atlanta and New Orleans 
branches, met in New York on Jan. 4, 
5 and 6. The central district, including 
the Boston, Buffalo, Cleveland and 
Cincinnati branches, met in Buffalo on 
Jan. 7, 8 and 9. The western district, 
represented by the Detroit, Chicago, 
Twin Cities, Des Moines, Denver and 
Omaha branches, held its convention in 
Chicago on Jan. 11, 12 and 13. And 
the southwestern district, composed of 
the Kansas City, Wichita, Tulsa, 

and Houston branches, met in Kansas 
City on Jan. 14, 15 and 16. 

All of the conventions were attended 
by E. S. Phillips, president of the com- 
pany; E. D. Peck, vice-president and 
general manager; P. LeB. Gardner, 
vice-president and director of sales; 
A. C. Stephan, vice-president and di- 
rector of administration, and R. S. 
Butler, advertising manager. 





Masback Hardware Company 
Holds Annual Function 


The annual “beefsteak dinner” of the 
Masback Hardware Company’s sales 
force was held on Saturday evening, 
Jan. 23, at Castle Cave, Seventh Avenue 
and Twenty-fifth Street, New York 
City. 

The “beefsteak dinner” is a regular 
annual function of the Masback Hard- 
ware Co., and judging from remarks 
made at the meeting this year’s cele- 
bration broke all records and more than 
fulfilled the expectations of everyone 
who attended. 
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C. B. Cook, Credit Manager 
McDougall-Butler Co., Inc. 


C. B. Cook has been made Manager 
of the Credit Department of McDou- 
gall-Butler Co., Inc., manufacturer of 
+ agar ig enamels and paints, Buf- 
alo, ; 








Michel Loeb Dies 


Michel Loeb, president of the Loeb 
Hardware Co, Inc., wholesale hard- 
ware and automotive accessories, 
Montgomery, Ala., died Jan. 22 at his 
home in that city. He was 73 years of 
age and had been engaged in the mer- 
cantile business for forty-eight years. 
He was actively engaged in the man- 
agement of the Loeb Hardware Co., 
up until a few weeks prior to his 
death. 





American Steel & Wire Co., 
Appoints H. S. Durant, Mgr. 


H. S. Durant has been appointed 
manager of the Cold Rolled Strip and 
Spring Sales Department for the 
American Steel & Wire Co., 208 South 
LaSalle Street, Chicago, succeeding 





Lewis Johnson, deceased. 
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VOM CLEFF & CO. ABSORBED BY 
K. C. SEELBACH CO., INC. 


The K. C. Seelbach Co., Inc., manufacturer and importer of cut- 
lery and hardware specialties, 60 Varick Street, New York, an- 
nounces the purchase of the title, trade-marks, good-will and stock 
of Vom Cleff & Co., importers, 105 Duane Street, New York. 


Paul Lange and William Ewald, for- 





merly president and secretary-treas- 
urer, respectively, of Vom Cleff & Co., 
have joined the company and they will 


In addition to its line of “Seel Brand” 
cutlery and tools, such merchandise as 
razors, scissors, pocket knives, pliers, 








give special attention to all orders re- 


ceived for goods previously handled by etc., under Vom Cleff & Co.’s original 








Vom Cleff & Co. brands will also be supplied. 
separated, Mr. Down to conduct the 
R. R. Down Now Controls hardware business and William Gil- 
Firm of Down & Gilmore | more to manage the lumber interests. 


James U. Down will manage the 


Sandy Lake store. 


Secretary’s Office, Miss. 
Retail Hdw. Assoc. Moved 


Guy Nason, secretary of the Missis- 


R. R. Down of the Fruit-Ohl Hard- 
ware Co., Sharon, Pa., has acquired 
complete control of the firm of Down 
& Gilmore, hardware’ merchants, 
Sandy Lake, Pa. The firm, which has 
been operated for the past several 








sippi Retail Hardware & Implement 


years as a combination hardware 
Association, Columbus, Miss., an- 


store and lumber yard has become 
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nounces that his office has been moved 
into the offices of the Chamber of Com- 
merce at Columbus, where more effi- 
cient service to the membership and 
dealers of the state can be rendered. 


Robert J. Masbach, Inc., Now 
F. W. Zuck, Inc. 


Effective Jan. 1, the firm of Robert 
J. Masbach, Inc., hardware and house 
furnishings, 55 Vesey Street, New 
York, became known as F. W. Zuck, 
Inc. The same personnel as heretofore 
will continue to be associated with the 
management of the firm. After Feb. 
15 the company will be established in 
new quarters at 80 Vesey Street. 


Three-Story Brick Addition for 
Kaulback Hardware Co. 


Ralph M. Kaulback, W. S. Kaulback 
Hardware Co., Malden, Mass., has 
started work on a new brick structure 
to replace a wooden building in the rear 
of the store recently damaged by fire. 
The building will be three stories in the 
rear and two stories in the front. The 
lower floors will be devoted to store and 
office space, with a plumbing display 
room and workshop in the rear. The 








rest of the building will be used for 
een purposes. 
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‘New Lawn Mower Model 
Has All Steel Feature 


The Philadelphia Lawn Mower Co., 
Thirty-first and Chestnut Streets, Phil- 
adelphia, Pa., has recently placed on 
the market a new model all steel lawn 
_mower, designated to the trade as the 
Style “A” Golf mower. 

It is made entirely of all-steel cast- 
ings throughout and has a train of 





gears on one side, but operates from 
both sides. It is equipped with oil cups 
to hold sufficient oil for five hours con- 
tinuous use and removable box caps 
for taking the cylinder out without dis- 
turbing the frame or adjustments. It 
-is .available with either a_ sectional 
‘wood roller or an iron roller. 

Constructed with eight blades, it is 
built and designed for hard usage and 
can be had in 15, 17 and 19 inch widths. 
. The company has also announced two 
. other models of all steel construction, 
_ namely the “Graham” Golf and Style 
“A” Improved All-Steel, which have 
practically the same features as the 
first-mentioned mower. 





New Mazda Lamps 
Announced 


On Feb. 1, all of the five new in- 
side frost Mazda lamps were placed 
on the market. They are available in 
25, 40, 50, 60 and 100-watt sizes. 
These lamps embrace a program of 
_ simplification which will benefit the 
. consumer, the distributor and _ the 
manufacturer in many ways. More- 
over, the inside frost which is the 
greatest development in lamp manu- 
facture in ten years will contribute 
immeasurably toward improving light- 
ing conditions in the home and all 
other places where these sizes of lamps 
are used. 

There are five outstanding advan- 
tages to the consumer in using the 
new lamp which the distributor can 
enumerate to his customers: 1, The 
pearl-gray bulb harmonizes by chang- 
ing its color to blend with any fixture, 
shade or background; 2, Easy to 
clean. Because the frosting is on the 
inside of the bulb, the outer surface 
is smooth and sheds dust; 3, Gives 
more light than lamps it replaces and 
reduces the glare with its inside 
frosted bulb; 4, More rugged, the 
strength has been greatly increased; 
5, Costs less than previous lamns. The 
average price of all Mazda lamps is 
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now 51 per cent less than in 1914. 
The distributor will find it easier and 
more profitable to sell the new lamps. 
The new line, being economically and 
artistically right for the customer, is 
a better merchandising product for 
him to handle. 

Heretofore, the distributor was re- 
quired to handle and stock forty-five 
different types and sizes of lamps. 
Now, five lamps will replace these 
forty-five lamps which will thereby 
reduce the shelf space and simplify in- 
ventory and accounting which must | 
done each month. Moreover, it will 
be much easier for the dealer to sell 
the proper lamp for a particular 
socket. Improved lighting will result 
since the possibility of using the 
wrong lamp is greatly minimized. 

The reduction in the number of 
lamps from forty-five to five is a great 
advance in providing an easier and 
cheaper means of securing good light- 


ing. 





Blue Streak Can Opener 
Lifts Top from Can 


The Turner & Seymour Mfg. Co., 
manufacturer of drapery and_furni- 
ture hardware, kitchen utensils and 
automobile hardware, Box 472, Tor- 
rington, Conn., is now marketing a 
can opening machine, designated to the 
trade as its Blue Streak Can Opener. 





TURN THUMB 
SCREW— 
TOP IS OFF/ 


It is so constructed as to give the 
best possible service. All metal parts, 
other than the blade and bushings, are 
made of high grade cold rolled strip 
steel, the important wearing parts be- 
ing especially treated. 

The blade is made of one of the 
highest grade tool steels obtainable. 
The machine is equipped with bronze 
bushings, which greatly lengthen the 
life of the machine. 


New Model Ball-Bearing 
Electric Chain Hoist 


The Yale & Towne Mfg. Co. of 
Stamford, Conn., has recently devel- 
oped a new Ball-Bearing Electric 
Chain Hoist known as Model 20B. 

This hoist is the result of twenty 
years’ experience in developing and 





building electric hoists of % to 2-ton~ 


capacity. It embodies such features as 
close headroom, long lift, higher speed, 
automatic top and bottom limit stops, 
and greater over-all strength. This 
hoist has very unusual factors of 
safety in the strength of the load- 
supporting members and is designed 
to withstand shock loads so common 
to this class of equipment. All sus- 
pension members of the hoist are made 
of the highest quality steel. 

It can be quickly adapted to any 
overhead system. The side plates of 
the trolley carriage can be spaced on 
steel bars to fit the desired beam 
flange. 

Yale electrically welded steel chain 
can he furnished for varving lengths 
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of lift. The centralized steel suspen- 
sion means a constantly balanced load 
on the trolley wheels and hoisting unit 
irrespective of load position. 

The mechanism is fully enclosed in 
oil-tight chambers and is compact and 
easily accessible for inspection with- 
out expert service. The ball-bearing 
load sheave, the latest Yale develop- 

















ment, adds a big factor for low cur- 
rent consumption and general ll- 
around hoisting efficiency. 

Large chrome vanadium steel ball 
bearings surrounding the substantial 
steel load sheave reduce friction and 
make the hoist still more efficient, re- 
auiring a minimum amount of power 
and giving increased life. 

The heavy steel one-piece load 
sheave, ground on an arbor to give 
perfect concentricity for the ball races, 
is bronze-bushed for the driving pin- 
ion, and splash lubrication provides 
a continuous flow of oil over all gears, 
pinions and bearings. 

The driving pinion that passes 
through the load sheave is machined 
from a single drop forging, then heat- 
treated. The bearing surfaces on the 
shaft are ground to 1 1/000 of an inch. 

Steel chain containers can be fur- 
nished to hold any length of slack 
chain up to 60 ft. for %, % and 1-ton 
hoists and 30 ft. for 2-ton hoist. These 
containers are secured to the under 
frame of the hoist and do not affect 


the headroom. 





New Creamer and 
Sugar Bowl Set 


The Aluminum Goods Mfg. Co., Mani- 
towoc, Wis., announces a new Mirro 
Creamer and Sugar Bow! Set with Tray 
as a novel item. The creamer and su- 





gar bowl, as illustrated, are colonial in 
design, which with the embossed tray 
make an attractive set. 

Both creamer and sugar bowl are 
rated as 6-oz. capacities and are fur- 
nished with weighted bottoms—a fea- 
ture which prevents them from tipping 
over. 

This set makes an ideal inexpensive 
gift or a splendid prize for card parties 
and other similar occasions. 
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_ New Engineering Principle a 


Feature of Poultry Fence 


The Pittsburgh Steel Co., Pitts- 
burgh, has just placed on the market 
a new hinge-joint closely spaced poul- 
try fence to be known as “Columbia 
Chictite Fence.” It has several of the 
lower line wires spaced only one inch 
apart which is close enough to confine 
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small chickens, and to keep out rab- 
bits and other destructive animals. 

In making this fence an entirely 
new engmeering principle of fence 
weaving is employed. This overcomes 
the difficulties heretofore encountered 
in other efforts to make a hinge-joint 
type of fence with closely spaced line 
wires, and produces effective tightly 
wrapped joints with line wires only 
one inch apart. 

It is made in Nos. 14%, 15%, 17 
and 18 gage, stay wires 6 in. apart 
and heights of 34, 48, 60 and 72 in. 
It is also made in the No. 17 gage 
weight with stay wires 4 in. apart 
and in five heights from 24 to 72 in. 
All styles are put up in 10- and 20-rod 
rolls. 

Like all other Pittsburgh Steel Co. 
fences the “Chictite”’ fence is Super- 
Zinced—that is, protected against rust 
by a- heavy zinc coating bonded to 
special formula steel. Although all 
of the styles will give good service the 
heavier weights are recommended as 
being most economical in the long run 
where a permanent inclosure is de- 


sired. 





Six New Types of Sheath 
Knives 


Sheath knives are the modern out- 
growth of the old style hunting knives. 
Their design and usefulness now meets 
the exacting requirements of all sorts 
of outdoor enthusiasts — sportsmen, 


fishermen, auto tourists, woodsmen, 
surveyors, boy scouts, hunters and 


trappers. An even half dozen popular 
designs of sheath knives have just 
been added to the camp axes, pitching 
shoes and other items comprising “The 
Outdoor Line” of the Marion Tool 
Works, Inc.. Marion, Ind. 

These knives are all made of high- 
grade cutlery steel. Some have stag 
handles, some. leather and __ fiber. 
Others have sabre type blades and 
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others a file-cut back to prevent slip- 
ping. All have handles especially de- 
signed to fit the natural, easy grip 
of the hand. Each knife is furnished 
with a sheath made of heavy leather. 


The Marion firm also offers 
“Crecoite”’ men’s and _  ~boys’ axes, 
hatchets and hammers; and_ the 


“Marion” line of forged steel shears 
for grass, hedge, sheep and mules; 
forged grass hooks, chain goods and 
tongs. 


Gas Lighter Operates by 
Pressing Trigger with Thumb 


The Lubin gas lighter has been re- 
cently announced by J. Lubin & Bros. 
Mfg. and Distributing Co., 205 Pitts- 
burg Life Building, Pittsburgh, Pa. 

It is operated by pressing down the 
trigger with the thumb, thereby giv- 
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ing a shower of sparks which will 
ignite the gas. The sparkling stone 
may be removed by simply unscrewing 
the top, pulling out the spring, insert- 
ing a new sparkling stone, replacing 
the spring and screw cap when the 
lighter will again be ready for use. 
The screw cap is adjustable by either 
tightening or loosening, so that the 
sparking stone will work easily against 
the wheel. 


—_— — 


Masterench Is Self-Adjusting 


Made from high quality, carefully 
heat treated drop-forged steel and 
designated to the tra as the Mas- 
terench, the Masterench Corp., Tur- 
lock, Cal., has placed on the market 
a wrench, designed to take the place 
of three sizes of the ordinary adjust- 
able wrench. A special feature of this 
new product is that the ratchets are 





guaranteed not to slip. It is also self- 


adjusting. 

It is available in several sizes, the 
most popular being the 8 in., which 
will fit any nut from % to 1% in. 
without adjustment. 





Electric Hair Clipper 
Features No-Bind Trolley 


An electrically driven hair clipper 
for use with a no-bind trolley has 
been introduced by the Ponath-Banks 
Manufacturing Company of St. Louis, 
Mo. It is sturdily constructed, smooth 
and silent in running, easily moved 


mg 


- ~ 
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around and applicable to all operations 
of cutting, bobbing and trimming. 

The no-bind trolley is one of. the. 
interesting and important features of 
this clipper. It is built on triple. 
pulley suspension with hinged acting 
head which prevents it from binding 
on the trolley cable or jumping from 
the cable regardless of how rotghly 
it is handled. It is free acting ahd. 
enables the clipper to be moved ‘very. 
quickly between chairs and out of the. 
way when not in use. ii 

Another feature of this clipper is its 
quick, easy and accurate operation. A 
specially designed Westinghouse motor 
drives the clipper, the power being 
obtained from the ordinary light 
socket. The cutter head is short, com- 
pact and easily manipulated at all 
angles. It has only four moving parts 
thus simplifying the design and op- 
eration and insuring quiet operation. 

The refined design of this motor 
driven clipper gives it a very pleasing 
appearance, 





Nitro-Solvent Oil in New 


Type Containers 


The Marble Arms & Mfg. Co., Glad- 
stone, Mich., is now marketing its 
Nitro-Solvent oil in a new type of spout 
top can, holding three ounces instead 
of two, as was the case with the old 
way of marketing the product, in a 
glass bottle. No addition has been 
made in the price. 

A change has also been made in 
the six-ounce container. Instead of 
the old high tubular can with screw 
top, the company has put out a more 
attractive container fitted with a spe- 
cial combination screw cap and spout. 
By simply turning loose the cap and 
screwing on the spout, the container 
is instantly converted into a practical 
oiling can. 
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‘ Big Business to Serve as Ammunition in 
Political Arena—Propose Investigation 
of ‘Trade Associations 


cal arena. 


Kh 


And it is a lively exhibition. 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE.) 


OILS with the buttons off soon will be flashing in the politi- 
The preliminary fencing already is being exhibited. 


Each side has assumed its posi- 


tion and is looking for the weakest place to strike the enemy. 
This metaphorical gyrating is only the usual thing. It is history 


repeatitng itself. 


The country at large must see that outbursts 


coming thick and fast these days from Washington are such as al- 
ways usher in an election campaign. So hues and cries, charges 
and countercharges, defenses and attacks, proceedings from the 
National Capital are but the opening guns that soon will be resound- 
ing throughout the land from spellbinders in cities and villages, audi- 


toriums and soap boxes. 
and pointing with pride. 


The Democratic party just at this 
time might be said to represent the 
outs. The Republican party, by com- 
parison, might be said to represent the 
ins. It is always the customary thing 
for the outs in their desire to become 
the ins to attack the ins, no matter 
which party may be the outs or the ins. 
This being traditional since the estab- 
lishment of the Republic, it accounts for 
the shots being fired from Capitol Hill 
toward the White House and retorts 
from the irked administration that the 
country is being deluged with bugaboos 
from the other side. The other side 
comes back and says the administration 
has assumed this form of defensive as 
the only means of shielding itself. In 
any case, the attack being framed 
against the administration has become 
rather clear and likely will be broad- 
ened greatly during the coming Con- 
gressional campaign. 

Briefly, the Democratic party, with 
some assistance from the so-called pro- 
gressives, is screaming at the adminis- 
tration for its love of big business. 
High protection, trusts, monopolies and 
all their supposed workings constitute 
the alter ego of big business, according 
to the plan of attack. Hence, says the 
administration, the tirades against the 
Aluminum Co. of America, of which 
Secretary of the Treasury Mellon is a 
large shareholder; the bills to reduce 
tariff rates, or to abolish some of them 
altogether; the onslaughts against trade 
associations, etc., etc. But interestingly 
enough political partisans had to volte 
face on the tax issue. While the tax 
bill is being peppered somewhat from a 
political viewpoint, it largely is due to 
the blusterings of a few of the more 
radical members of the Senate. Aside 
from this the attack which was pending 


There will be the usual viewing with alarm 


was called off because both the Republi- 
can and Democratic parties saw that 
the country was in no mood to have tax 
reductions held up by political quib- 
bling. 

So the other fields have been entered. 
They are old fields but the crop is made 
to look slightly different. One of the 
angles being developed to an excep- 
tional point these days is the effort to 
tie up trade association activities with 
all sorts of things that are frightful 
and evil in the minds of those who are 
sending up the cry of distress. The 
renewal of the trade association ques- 
tion, as pointed out in HARDWARE AGE, 
was begun recently when the Federal 
Trade Commission sent out a question- 
naire as long as a clothes line seeking 
all kinds of information for the sake of 
a resolution fathered by Senator Mc- 
Kellar, Democrat, of Tennessee. This 
symptom of the political times has now 
become an epidemic. 

The idea seems to prevail among 
some members of the Senate that big 
business, the great center upon which 
the attack is being made, is the parent 
of trade associations. But in business 
circles themselves the thought always 
has been that trade associations are the 
offspring of small business and a legiti- 
mate offspring. Big business can and 
does work through trade associations, 
it has been pointed out, but could more 
easily do away with them than small 
business can, reasons for which are ob- 
vious. 

Senator King, Democrat, of Utah, led 
an attack recently which indicated the 
belief that big business and trade asso- 
ciations were wicked twins. Taking 
the so-called inquiry by the Senate 
Committee on Judiciary into the alumi- 
num case and the inquiry of the House 


Committee on Interstate and Foreign 
Commerce regarding foreign monopolies 
as the excuse for his remarks, Senator 
King raked up an old resolution of his 
own drafting which he wants brought 
back to life. This resolution, which 
Senator King asked the Committee on 
Judiciary to take up at once for con- 
sideration, calls for a searching inquiry 
into monopolies and trade associations. 
The “probe,” as the news headliner 
would put it, takes on a wide range, 
figuratively running from Dan to 
Beersheba. It calls upon the committee 
to investigate to what extent a list of 
commodities are being controlled by 
either foreign or domestic monopolies 
or “monopolistic trade associations.” 
In the items listed are aluminum, cop- 
per, brass, steel, rubber, sisal, and so 
on, ad infinitum. It may or may not be 
a mere coincidence that Senator King 
talked on this resolution just at the 
time Senator Walsh made a report 
recommending that the committee in- 
quire into the aluminum case on its own 
hook under the claim that the Depart- 
ment of Justice has not been diligent 
in its inquiry. The remarks of Senator 
King were pitched in the same tenor. 

Senator King wants the committee to 
inquire into the reason why these 
“monopolies or monopolistic trade asso- 
ciations” are not being indicted and 
tried for violation of the anti-trust act 
and further to determine whether or 
not existing laws are adequate for the 
prevention of these so-called “monop- 
olistic trade associations.” 

In case the committee should find the 
laws “inadequate” it is called upon to 
formulate recommendations for legisla- 
tion to meet the horrific situation. In 
talking on the resolution, Senator King 
made a vigorous attack on both the De- 
partment of Justice and the Federal 
Trade Commission. He charged the 
Department with indifference as to vio- 
lations of the anti-trust laws, which 
he said are being committed freely by 
trade associations. As for the Federal 
Trade Commission, which the Senator 
once loved so well, he stated that it had 
departed from its old policy of pro- 
ceeding against violators of the anti- 
trust law for the protection of legiti- 
mate business and has become as im- 
pious as the Department of Justice. 
So the Senator sees but one source of 
refuge from these evil environments. 
That is, the Senate Committee itself, 
which is specifically asked to make the 
inquiry. But it probably will not. 
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Hardware Sales Continue Active— 
Prices F'irm—Collections Improving 


dicate that conditions throughout the country continue gen- 


R ivicate from the various hardware market centers would in- 


erally favorable. 


While January sales in certain centers 


show a decline as compared with sales for the same period last 
year, other sections report a decided gain over the business for 
1925. Prices, for the most part, are firm and wholesalers do not 
foresee any possibility of declines of any outstanding importance. 
This general feeling of confidence regarding the price situation is 
reflected in retail circles, with the result that merchants are not 
postponing the fulfillment of their requirements in expectation of 
any departures from prevailing levels. 





Weather Retards Cincinnati 


Sales 


Business in Cincinnati territory in 
January was not as good as many job- 
bers had expected, because of the in- 
clement weather which interfered with 
the sale of spring goods. However, 
there is a good tone to the market and 
2 pickup in demand is anticipated soon. 
Prices have been advanced on rope, gal- 
vanized ware, hammers and hatchets. 
Otherwise, the price situation is firm. 
The outlook for good paint sales in the 
next few months is most encouraging. 
Good sales of winter items have been 
made, the volume of business in snow 
shovels being an outstanding feature. 
Retailers state that business has been 
quiet. 


January Sales Ahead of Last 
Year’s in Northwest 


The hardware merchants in the ter- 
ritory tributary to the Twin Cities have 
generally experienced a better business 
for January this year than last. In 
many cases sales have shown a marked 
improvement, and the general feeling 
is one of optimism for this year. Two 
good crops have brought financial re- 
turns to the farmers to the extent that 
they are in better position than for 
several years to supply their needs. 
Prospects for building are very bright, 
and industry in general shows a ten- 
dency toward better conditions. 





Batteries and Nails Higher in 
Boston 


Price changes were a little more 
numerous in the Boston market the 
past week. The most important include 
a slight advance in dry batteries, an 
advance of 10c. per cwt. in factory ship- 





ments on wire nails, an advance of 
about 12% per cent in pine tar, an ad- 
vance of about 5 per cent in hemp and 
marlin twine, a reduction of 50c. to 60c. 
a keg in galvanized roofing nails, a 
drop of 2c. a pound in cotton rope, and 
reductions of 3c. to 5c. each in most 
kinds of turnbuckles. It is reported a 
drop in the price of putty is impending, 
and that automobile tires will be ap- 
proximately 10 per cent cheaper. It 
would therefore appear there is no defi- 
nite trend to prices, advances and de- 
clines being about equally divided. 





Business Quiet in Pittsburgh 


Hardware business in Pittsburgh is 
described as fair. Heavy winter weath- 
er has restricted the movement of goods 
to the rural districts and the city re- 
tailers do not seem to have yet enjoyed 
much recovery from the quiet that set 
in after the end of the holiday activity. 
Jobbers salesmen have had a very hard 
time reaching their customers because 
of the snow, which in one case made it 
necessary for a man traveling by auto- 
mobile to go 45 miles to reach a point 
only seven miles distant. Retailers in 
the country located at a distance from 
the railroads have not been able to take 
shipments because of the difficulty in 
getting to the stations. Light business 
is what might be expected in view of 
these conditions, and so far there is no 
weakening in the belief that as the 
weather opens up the movement of 
goods will be much heavier. Prices do 
not change much. New prices for sleds 
have been announced and are merely a 
reaffirmation of the 1925 quotations. 
New prices for Community plate show 
a. few items at last year’s prices, but in 
most articles an advance of about 5 
per cent. The U.S. Rubber Co. has cut 
tire and tube prices 10 per cent and 
other makers are expected to follow. 


-blanks, the duty is 3314 per cent. 





Few Price Changes in 
Chicago 


The only price changes made during 
the week are a slight decline in the 
price of sash cord and an upward re- 
vision in the price of some items of 
galvanized ware. There has also been 
a decline in the price of steel inside lock 
sets made by several of the manufac- 
turers. 

It is too early to forecast the outlook 
for spring business, as weather condi- 
tions have been very unfavorable to 
date. 





Sales Satisfactory in New 
York 


Conditions prevailing in the New 
York wholesale market remained prac- 
tically unchanged during the past week. 
A satisfactory movement of staple lines 
was reported, while spring orders are 
beginning to accumulate slowly. Prices 
are generally firm and collections favor- 
able. 





Free Trade Losing Popularity 
in England 


ema trade seems to be losing a 
great deal of its popularity in En- 
gland, so much so that the spirit of 
Richard Cobden must be disturbed. 
Since the World War the British have 
imposed a number of imposts for the 
protection of key industries. The lat- 
est move ‘in the direction of further 
protection is the passage of a bill fixing 
import duties on cutlery, gas mantles 
and gloves. On knives, except surgical 
knives and those for use in machines; 
scissors, including tailors’ shears and 
secateurs; safety and other razors and 
parts, carving forks, steel knife sharp- 
eners, cutlery handles, blades and 
On 
gas mantles, the duty is six shillings 
per gross, and on impregnated hose or 
stockings for the manufacture of such 
mantles, the duty is four shillings, six 
pence per pound. Preferential duties, 
according to a report received by the 
Department of Commerce, are allowed 
for these products from any part of the 
British Empire which may export at 
two-thirds of the full rates. 





Ford Denies Steel Merger 


Edsel B. Ford has made denial of a 
published report that the Ford interests 
were planning a gigantic independent 
steel merger through the purchase of 
the American Rolling Mills, Youngs- 
town Sheet & Tube Company and the 
Trumbull Steel Company, all of 
Youngstown. 
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Retail Hardware Sales Holding Up in 


Boston—Collections Reported as Fair 


(Boston office of HARDWARE AGB) 


ETAIL hardware sales are holding up remarkably well for 


February. Business 


is not, however, as active as it was a 


month ago, but recent snow storms have stimulated public 


buying of such things as sidewalk cleaners, 


snow shovels, sleds, 


skates, hockey sticks, window fasts, latches for storm doors, felting 
and many other winter goods sufficiently to give the market an ap- 


pearance of activity. 


In addition, retail dealers are taking stock 


with a view to balancing their books and with a view to ordering 
spring and summer goods, consequently there are few dull moments. 

Shelf hardware jobbers note some falling off in business, yet they 
maintain there is no ground for fault finding. They are still making 
strenuous efforts to get the retail trade to anticipate their prospec- 


tive requirements for next spring, summer and fall. 


Their efforts 


have unquestionably met with partial success, at least, for it is com- 
monly admitted in wholesale circles that forward bookings are con- 
siderably in excess of those to the corresponding date last year. 
The rank and file of retail dealers prefer to continue to buy stand- 


ard merchandise in a conservative way, however. 


cording to jobbers, are only fair. 


AUTOMOBILE ACCESSORIES.—The 
announcement by the United States 
Rubber Co. of a reduction of 10 per 
cent in automobile tires and tubes, in- 
cluding royal cord and solid tires, is 
taken by the local jobbing trade to 
mean that other manufacturers will act 
accordingly. 

AUTOMOBILES.—It now develops Lhat 
local jobbers booked a considerable for- 
ward business in toy automobiles dur- 
ing January. Current bookings are 
holding up well. 


We quote from Boston jobbers’ 
stocks: 

Automobiles.— Toy, Dodge, $4.70 
each net; Ace, $5.20: Hudson, $9; 
Oakland, $12.80; Hupp, $9.50; Nash, 
$11.75; | Jewett, $11.75; Oldsmobile, 
15.20: Overland, $13.50 Packard 
ix, $28: Stutz, $15: Paige (all steel 


body), $35, fire captain, $8: Hook and 
Ladder, $10.25; Mack truck, $24.50. 


BATTERIES.—Jobbers have made a 
slight advance in Columbia dry batter- 
ies, and also have adjusted prices on 
hot shot kinds. It is pointed out that 
retail dealers can secure better delivery 
service by ordering from the jobber 
than they can on direct shipments from 


tactory. 

We quote from Boston jobbers’ 
stocks: 

Batteries.—Columbia dry cell, in 
lots of 50, 32c. each net: in smaller 
lots, are Hot shot, in barrel lots, 
No. 461M, $1.65 each net; No. 1562M, 
$1.97; No: 1662M, ~ 4p In less than 
barrel lots, No. 1M, $1.75; No. 
1562M, $2.07: No. 1662Mr $2.45. 


BRUSHES.—House brushes continue in 
excellent demand. Most of the buying 
is for shipment late this month or early 
in March, but retail dealers in quite a 
few instances are urgently requesting 


shipments. 
We quote from Boston jobbers’ 
stocks: 
Brushes. — Hou Osborn iine, 
men’s clothing, $1. 07 each net: wall 


dry duster (floor), 
17c.; radiator, 37c.; 
dust pan, 67c. : 


cleaning, $1.24; 
$1.27; vegetable, 
refrigerator, 20c. ; 


Collections, ac- 














$1.30; 


medium 
57c., 


$1.54, 
medium 


bath. large, 
nail, 


shirt, $1.07; 
stiff, 57c. 
Paint Brushes.—Wall, $5 to $60 per 
doz. net: varnish, $3.50 to $25; calci- 
mine, $10.50 to $90: whitewash, $3.50 


to $13 0). 

CARTS AND WAGONS.—Announce- 
ment is made that all pedal cars in the 
Kiddie Kar line come equipped with 
bells now. Prices on Nos. 154 and 155 
have been slightly reduced, and the 
company has brought out a new low- 
priced car known as Zipcar, No. 114. 


We quote from Boston jobbers’ 
stocks: 

Kiddie Oy got ny two in car- 
ton, No. 10 $2. 25 each list: No. 102, 


$3 "3 103, "$3. 75; No. 104, $4.50; No. 


Kiddie Koasters.— One to carton. 
No. 605, $10.50 each list: No. 606, 
$11.75. 

Kiddie Karts —Special No. 201, $3 
each list; No. 202, $4; No., 203, $5; 
No. 204, $6: No. 205, $7. 

Pedal Kars.—Two in earton, No. 
124, $4.25 each list: No. 125, $5.25; 
a 56 154, $5.50; No. 155, $6. 50; No. 114, 

Kiddie Skooters.—Two in carton, 
No. 801, $4 each; No. 802, $5; No. 
802B, $6. 


CEMENTS.—Jobbers are enjoying a 
good run of business for stove lining, 
patching plaster and similar goods. It 
is quite evident that retail stocks are 
small. 
We jobbers’ 
stocks: 


Stove Lining.—Rutland, No. 3, $2.16 
per doz.: No. 6, $3.60: No. 10, $5.04. 
Patching Plaster.— No. 3, $1.80 per 
doz.: No. 6, $3: No. 10, $4.20: No. 


15, 
7. 4g per doz.; 


quote from Boston 


$6. 

ny orack Filler.—No 
$3: No. 3, $4, 90: 5, 

py SR Cement. black, in 1-Ib. 


cans, 9c. per Ib.; in 5-lb. cans, 7c. 
per Ib. 

Roofing Cement.—lIn 1-lb. cans, 15c. 
per lb.; in 3-lb. cans, 13c. per Ib.; 


in 5-lb. cans, 12c. per ‘lb. 

iron Cement.—In 3144-0z. packages, 
$14.40 per gross 

Liquid Roof Cement. — In gallon 
containers, $1.20. 

Pipe Joint Cement.—In 1- lb. pack- 


ages, 20c. 


CHOPPERS.—A new deal in Universal 




















choppers will very shortly be placed on 
the market. It will consist of four No. 
0s, three No. 1s, three No. 2s, and one 
No. 3 to cost $18.50 net, instead of $19, 
heretofore. Dealers buying this com- 
bination have the option of buying an 
additional half dozen No. 0s at the 10 
per cent discount rate. Department 
stores make it a practice to push this 
No. 0 at $1.69 at sales, thus the retail 
hardware dealer will be able to meet 
such competition. The company is giv- 


_ing attractive window trims with each 


purchase. 

CUTTING TOOLS.—Reports keep crop- 
ping up of retail dealers increasing 
their sales of cutting tools. Some of 
the manufacturers of small tools have 
rather extended delivery dates on cer- 
tain numbers, consequently machine 
shops are obliged to call on the retail 
trade for supplies more frequently than 
heretofore. The use of small metal 
working tools is coming ahead very 


fast. 

We 
stocks: 

Drills.—Carbor sizes up to 1%-in., 
tapered, and straight shank, 50 and 
10 per cent discount; bit stock drills, 
60 per cent discount; center drills, 65 
per cent discount; drills and counter- 
sinks combined, 20 per cent discount; 
ratchet drills, 30 per cent discount; 
wood boring brace bits, 50 per cent 
discount; high speed drills, -"3-~ 
shank, 3-64 to 5-32 in., 65 and 5 
cent discount; 11-64 to 7.32 in., P50 
and 10 per cent discount; 15-64 to % 
in., 40 and 10 per cent; taper, sizes 
up to 1% in., inclusive, 40 and 10 per 
cent discount; 1 33-64 in. and larger., 
40 per cent; letter and number sizes 
40 and 10 per cent; electricians’ drills, 
10 per cent discount. 

Reamers.—Bit stock, 20 per cent 
discount; bright square and T. S. 
standard makes, 65 per cent dis- 
count; checking, 25 per cent discount; 
tapered pins, 40 per cent discount; 
escutcheon pins, 45 per cent dis- 
count: small fluted rose and socket 
reamers, 20 per cent discount. 


DRAIN PIPE CLEANERS.—Business 
is picking up in drain pipe cleaners, 
say the local jobbers. Another month 
probably will witness a lively call for 
such material and the retail dealer 
should be prepared for it. 


We quote from Boston jobbers’ 


quote from Boston jobbers’ 


stocks: 
Drain Pipe Cleaner. — Economy 
Plumber cleaner, in 1 Ib. net cans, 


in lots of 3 doz., $2.75 per doz.; in 
lots of 6 doz., $2.70 per doz.; and in 
12 doz. lots, $2.60 per doz. 

Same, in 2 Ib. net weight cans, in 
lots of 2 doz., $4.90 per doz.: in lots 
of 6 doz., $4. 85 per doz.; and in lots 
of 12 doz.: $4.75 per doz. 

Hercules ‘tile and porcelain cleaner, 
in 1 lb. net weent cans, $2 per doz. 
in lots of 2 do 

Hercules hieiier liquid, 
$3 each; in % doz. lots, 
in 1 doz. lots, $2.25 each. 

Same, in % gal. cans, $5 each; % 
doz. lots, $4. i each; and in gal. cans, 
$9 each. 


FLOWER BOXES.—The time is not 
far distant when the general public will 
require flower boxes. Retail dealers 
should take account of stock and pre- 
pare for business. 


We quote from Boston jobbers’ 
stocks: 


in 1 qt. can, 
$2.50 each; 
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make 


Flower Boxes. — Standard 
30-in., 


24-in., $10.60 per doz. net; 
$13. 90: 36-in., $20.90. 


GRAFTING WAX.—Business in graft- 
ing wax is looking up in the jobbing 
market, and should continue to gain in 
volume during the next few weeks. 
Some jobbers are receiving orders over 
the telephone, indicating that retailers 
already are having urgent call for such 
wax. 


We quote from Boston jobbers’ 
stocks: 

Grafting Wax.—In 1-lb. sticks, 33e. 
net; in %-lb. sticks, 35c. per Ib.; in 


4-lb. sticks, 37c. per Ib. 
HANGERS.—There is every indication 
that home and garage construction will 
start with a bang just as soon as 
weather conditions permit. Some of 
the retail dealers, in anticipation of 
better business, are stocking up with 


hangers. 

We quote from Boston jobbers’ 
stocks: 

Hangers.—Timber or joist, No. 300, 
for 2 x 6-in. timber, 18c. each, net: 
No. 301, for 2 x 8-in. timber, 20c. 
each, net; No. 302, for 2 x 10-in. tim- 
ber, 28c. ‘each, net: No. 403, for 2 x 
12-in. timber, b6c. each, net; No. 213, 
for 3 x 8-in. timber, 23c. each, net: 
No. 214, for 3 x 10-in. timber, 3lc. 
each net; No. 315, for 3 x 12-in. tim- 
ber, 60c, each, net; No. 319, for 4 x 
8-in. timber, 36c. each, net; No. 320, 
for 4 x 10-in. timber, 45c. each, net, 
No. 321, for 4 x 12-in. timber, 64c. 
each, net. 


KNIFE SHARPENERS.—Knife sharp- 
eners continue to engage the attention 
of the hardware trade. Here and there 
we hear of retail dealers making a spe- 
cial push on them with excellent re- 
sults. 


We 
stocks: 
Knife Sharpeners.—$12 per doz. net. 


MATS.—Recent wet stormy weather 
has livened up the market for cocoa 
mats. Sales so far this month, accord- 
ing to jobbers, are quite flattering. 


quote from Boston joblhers’ 


We quote from Boston jobbers’ 
stocks: 

Mats.—Cocoa, No. 1, 58e. each net; 
No. 2, 7%3c.; No. 3, 9c. Keystone 
flexible steel wire mats, No. 2, $1.47 
each net. 


NAILS.—The store price on wire nails 
remains as heretofore, but jobbers have 
advanced shipments from mills, in car 
load lots from $2.60 to $2.70 per cwt. 
The market, which has been more or 
less unsettled for some time, apparently 
is firm. Galvanized roofing nails have 
been reduced 50c. to 60c. a keg by some 
jobbers. 
We 
stocks 
Nalls. —Wire, from store, $3.70 per 
keg, base; from mill, in car lots, $2.70 
per keg base; in less than car lots, 
$2.95. Cement coated, in count kegs, 
from mill, in car lots, $2.40 per keg 
base, f.o.b. Pittsburgh: in less than 
car ame $2.65: from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
reek shipments, $8.10 per keg base; 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base f.o.b. 


Pittsburgh; in less than car lots, 
$3.65. Tremont cut nails, direct ship- 


quote from Boston jobbers’ 


Consider Billet Bar 


Specifications 


Siw building industry is interested 
in a meeting held here on Tuesday 
of last week under the auspices of the 
Metals Utilization Committee, Depart- 
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ments, $3.95 per keg, f.o.b. Ware- 
ham, Mass.; hardened steel floor nails, 
direct shipments, $7.60 f.o.b. are- 
ham. Cement coated nails, from store, 
boxed, $4.60 base. Factory shipment, 


in count kegs, car lots, $2.50 base; 
in less than car lots, $2.30, f.o.b. 
Pittsburgh. 

PADLOCKS. — Jobbers have added 


nickel plated padlocks for use around 
automobiles to their stocks, so great 
has been the demand this year. Atten- 
tion is called to the fact that the new 
model Ford cars take an entirely dif- 
ferent padlock from anything hereto- 
fore on the market, and jobbers have 


taken steps to provide the retail trade 


with the new style. 


PAINT SUPPLIES.—Jobbers say a 
change in putty prices—a reduction— 
will shortly be announced. Forward 
buying of mixed paints, particularly 
small and medium sized containers, is 
quite lively, and the retail trade is or- 
dering brushes and other paint depart- 
ment items in goodly numbers. In 
fact, the retail trade apparently is an- 
ticipating a very good paint business in 
the spring. 

PINE TAR.—Jobbers’ prices on pine 
tar have been advanced approximately 
12% per cent, following the receipt of 
new lists from the manufacturers. Re- 
vised prices follow: 


We from 
stocks: 

Pine Tar.—In %-pts., $1.10 per doz. 
net; in pints, $1.65; in quarts, $2.75. 


POULTRY SUPPLIES.—Quite a no- 
ticeable improvement in the movement 
of incubators and brooders out of job- 
bers’ stocks is reported for the past 
week. The retail trade is quite thor- 
oughly covered on poultry netting, but 
is continuing to buy poultry house 
accessories on a liberal scale. 


We quote from Boston jobbers’ 
stocks: 

incubators and Brooders.—Standard 
makes, from store, 30 per cent dis- 
count; from factory, in car lots, 35 
and 5 per cent discount: in less than 
car lots, 35 per cent discount. 

Poultry Netting.—Galvanized after 
weaving, from store, 50 per cent dis- 
count; direct factory shipments, 50 
and 15 per cent discount, f.o.b. 
Worcester, Mass. 


PYREX WARE.—A highly satisfac- 
tory demand for pyrex ware has devel- 
oped, report jobbers. 


quote Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Casseroles. — Without handles, 
round, 8-oz., 47c. each net: 1-qt., $1; 
1%-qt., $1.17: 2-qt., $1.33. Round, 
shallow, 1-qt., $1; 1%-qt., $1.17. 
Round, cover, 1-qt., $1; 1144-qt., $1.17; 
2-qt., $1.33. Oval, 1-qt., $1; 1%-qt., 
$1.17; 2-qt., $1.33. Oval, shallow, 
l-at., $1; 1%-qt., $1.17: 2-qt., $1.33. 
With handles, 1-qt.. oa.a7. 1%4-at., 

Baking Dishes.— Round, double 
compartment, $1 each net: with 
cover, m4 

Pudding Dish. —Round. %-at., 40c. 
each net; 1-qt., 57c.;: 1%-qt., 67c.; 
2-qt., 80c. Square, 1%- qt., &8¢e. Oval, 
shallow, 10-0z., 30c.; 1814-07., 40c. 
Round. shallow, 1-qt., 57c¢.: 1%-qt., 
67c. Oblong, 57c. 

Bread Pans.—Oblong. small, 17c. 
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each net; medium, 60c.; large, $1. 
Cake Dishes.—Round, shallow, 50c. 
each net. 
Ramekins.—Wide rim, 13c. 
each net; French pattern, 13¢c. ; 
6-oz., 17c. 


ROPE AND TWINE.—Cotton rope has 
been reduced 2c. per pound as a result 
of the recent reduction in the cost of 
raw cotton. Hemp twine, on the other 
hand, is higher, possibly 5 per cent. 


4-0OZ., 
4-OZ., 


We quote from Boston jobbers’ 
stocks: 
Rope.—Manila, 27c. per Ib. base; 


sisal rope, 20%c.; hay rope, 2lc.; cot- 
ton rope, 50c. 

Lathe Yarn. —Sisal, C130, 20c.; 
2Zle. per Ib. 

Twine. eo in \ a re? 
12, 47¢c. a lb.: No. 18 ’ 2c.; 4 No. 
40c.; No. 36, 38c. : No. 48, 37c. Cot- 
ton cones, 44c. Jute 2-ply, 30c. Mar- 
lin, 2-ply in 1-lb. balls, No. 4%, 28c.; 
No. 6, 25c.; in 2-lb. balls, No. 8, 230, 


SNOW SHOVELS.—In quite a few in- 
stances retail dealers have cleaned up 
supplies of certain kinds and makes of 
snow shovels, as a result of recent 
storms, and have been obliged to re- 
plenish stocks. This belated buying is 
of sufficient volume to practically as- 
sure a clean-up of jobbers’ stocks. 


We quote from Boston jobbers’ 
stocks: 

Snow Shovels. — Wooden, boys’, 
without tip, $2 per doz. net: with tip, 
$4; No. 67%, with tip, $4. 80; single 
steel tip, $7. 30: double steel tip, $8.60; 


D200, 
No. 
24, 


malleable steel tip, $9.70; Crescent, 
$10.20; Pathfinder, $10.20. 
Steel Shovels.—Hubbard. long-han- 


per doz. net; steel D-handle, 


dle, $5 
$6; Ames, 


$6; split wood D-handle. 
long handle, $9.45: malleable steel 
D-handle, $19.15. New Eclipse, gal- 
vanized, No. 29, om Menzies, 
spring steel, $10.5 


STOVE LINING.—Stove lining is sell- 
ing exceptionally well for this time of 
the year. People have used so many 
substitutes for anthracite coal during 
the strike, and naturally have not 
known how to use them, that stove lin- 
ings have been through a rather tough 
season, which accounts for the present 


activity. 
We quote from Boston jobbers’ 
stocks: 
Stove Lininas.—Two doz. to the 


$2.16 per doz. net: one 
doz. to case, No. 6, $3.60; one doz. to 
case, No. 10, $5.04. 


TURNBUCKLES. — Manufacturers of 
turnbuckles recently issued new price 
lists, which showed no change on some 
numbers, but reductions of 3 to 5c. each 
on most of their lines. Jobbers’ prices 
have been adjusted accordingly. 


WIRE CLOTH. Although a large 
majority of the retail trade have cov- 
ered their 1926 wire cloth requirements, 
orders continue to come into jobbers’ 
hands. 
We 
stocks: 
Wire Cloth.—From stock, black, 12 
mesh, $2.15 per 100 sq. ft., 14 mesh, 
$2.55; dull galvanized, 14 mesh, $2.45: 
bronze, 14 mesh, $6: 16 mesh, $6.50: 
copper, 14 mesh, $5.50, 16 mesh, $6. 
From mill, f.o.b. Worcester, Mass., 
black, 12 mesh, $1.80, 14 mesh, $2.20: 
— one 12 mesh, $2.05, 14 
m mesh, $2.90; bronze, 
16 mesh, $6: copper, 
14 mesh, $5: le mesh, $5.50. 


case, No. 3, 





quote from Boston jobbers’ 





ment of Commerce, which considered 
further limitation of specifications of 
billet bars. Makers and distributors of 
billet bars wanted to reduce the grade 
to only one, the intermediate, eliminat- 
ing the structural and hard grades. 
Rail steel bar makers contended such 


action would restrict their business and | 





protested. The upshot was a decision 
to put the question of specification lim- 
itation on billet bars up to a referen- 
dum among makers, distributers and 
users, the committee conducting the 
referendum to make a report a general 
conference soon after Oct. 1. 
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. + 
(,ood Movement in New York— Satisfactory Demand for 
Pyrex 
; . : yF 
Prices Firm and Collections Favorable |, ™ semana tor Pyrex in the New 
York market continues active. Stocks 
—_ _ : are sufficient and prices firm. 
EPORTS on conditions prevailing in the New York wholesale Casseroles—Round.—No. 621, % at.. 
market continue to be highly encouraging, and the outlook 6 x six Gis No. 622, By at 6%, x 
for spring business favorable. During the past week a satis- “e 624, 2 at., 8% X 3%, $1.33. le a 
° . Ad asseroie -— quare. —=iNO. 
factory demand for the staple lines was reported, and while spring t.. 7% x 2%, $1.17. . 
orders are accumulating it is still too early for this business to have ‘ _Gasseroiee—o Yj,_No. oun 
attained any sizable proportions as yet. Retail stocks are apparently sok . oF 2 at te 634, 2 dt., 
low, and there is no tendency to delay buying in anticipation of cas. Tats the — oe Big, SL Ne. es 
lower prices. Prices are generally firm and what changes were re- 1 % Gt ink, x TH x 2 2% $1.17; No. 
: . ° ,2q x x , $1.33. 
ported during the week were mostly in the nature of minor read- Pudding Dishes—Round.—No. 921, 
justments. Collections are generally satisfactory. big yom, “B70 Nor 088 1% at, 4% 
x 3, 67c.; No. 024, 2 qt., 8% x 3%, 80c. 
Pudding Dish—Square.—No. 053, 
1% qt., 7% x 2%, 6 67c. 
ose am or sae ,Pane—Oblong —No. 
° ° 6 in., $1.60 ioz.; 7 in., $2.25 per oie’ x _1fCc.5 INO 
Copper Wire Moving ‘loz. and & In, $2.60 per doz. ‘These x 6% x (2%, Gle.; No. 214, 10% x 55% 
prices are net ’ . 
Copper wire cloth continues in strong eon a Tn <i xh, $1.38 
demand, and wholesalers foresee con- De ey eg No. 205%, 47 
: ~~ . : . . 4, lic.; No , 8% x %, 50c.; No 
tinued activity in this respect. Stocks Heaters Selling Well 209, 9% x 1%, 60c.; No. 210, 10% x 
are sufficient, and prices showing no 1%, 67c.; No. 211, 11% x 1%, 73c. 
tendency to depart from prevailing The demand for oil burning heaters, A ie ete. Hexagonal.—No. 200, 
levels. particularly from the outlying sections, Biscuit’ Pan—obiong. —No. 285, 11% 
JOBBERS’ QUOTATIONS TO RE- continues very active. Retailers for the x =% x 1%. — a 
TAILERS, F.0.B. NEW YORK: most part are experiencing no difficulty 5% AM. cdanipand ix 
eee Eee Gee, 16 mem, OR; in securing prompt shipments. Prices x 5%, $1.67. 
Bronze, 14 mesh, $5.75: 16 in., $6.25. | g. of, OT Baking Dish. 
Opal wire cloth, mesh, $2.20; 14 ’ . uble Compartmen aking s 
. : esh | JOBBERS’ QUOTATIONS TO RE _.No 130, on 4 
mesh, $2.50; 16 mesh, $3.15. TAILERS, F.O.B. NEW YORK: AY Gr Gratin Dish-No. 331, 9 x 5% 
° x ’ Cc. 
Oil Heaters Platter—Oval. No, 316, 155% x 11% 
Weath = d ey yo $17.5 * Gulity Dishes—ObI N 
No. 72 I, pciectes cco vanes io ~~ ishe ong.—No. 231, 
€a erstrip in eman No. 73 3 burners................ 22.50 10% 6% x 2, 67c.; No. 232, 125% 
The d h ° a 28.50) x Sy x 2, $1.17. 
e demand for weatherstrip con- No. 75 5 burners................ 39.50 Individual Baker — (Rae ekin) — 
tinues excellent in the metropolitan Perfection dealers’ discount, 30 and Round—Wide Rim.—No. 442%, 4 oz., 
. . 5 per cent on lots of 10 or more; on 3% x 1%, 138c. 
area, according to statements by certain less than 10, 30 per cent. Custard Cups—Round.—No. 424°, 
of the wholesalers. Stocks are generally a say tans mg Model)— $17.50 4 0z., 3% x 2%, 13c.; No. 426*, 6 oz., 
adequate. No. 43 3 burners................ 22.50 a 2S 
No. 44 4 burmers................ 28.50 No. 452°, 6 oz., we le 1%. 17 ound.— 
JOBBERS’ QUOTATIONS TO RE-  — Puritan discounts same as Perfec- Cake 'D % X 1%, 17c. 
TAILERS, F.0.B. NEW YORK: tion. ~ oe ish—Square.—No. 809, 9% 
Wirf’s weatherstrip, acked 500 ft. — “te 90.50 Teapot Tile.—No. 706, 6 x %, 40c. 
Bf yb w : _laimealgelllanmaie No. 212 2 burners......-..00... 17.35 ote etlator Tepe—No. 968, Diam- 
ete Weammacirio, tn 500-t. socks: No. 214 4 burners...00.00000211 28.00 Measuring Gup—Round.—No. 8, 38c. 
100 ft. - P on ee. “tae a = ge vt SR ieee _ , PYREX . Pomeee in aveeues car- 
: ; No. 2 high shelf only........ 5.25 ons—excep ems marked with *%, 
a ge ey wee he 1 tLe po No. 1103 high shelf only........ 6.50 which carry six to a carton. 
roll; No. 1%, $2.55 per roll, and No. ce’ Sane Gee shoit oe} aa 
2, $2.90 per roll; No. 4, $3.60 per roll, . N i i Fae ae a” oor 
and No. 7, $4.35 per roll. — — a he 
Metallic weatherstrip, in 100-ft. ° a cent; in lots of oo mere, « 
rolls; No. 38, $2.15 per roll; No. 39, aa : fi . 
$2.55 per roll, and No. 40, $2.90 per — Fire Pot Prices Firm 
Felt weatherstrip, in 100-ft. rolls; = 
a a Ger Gol: No. 15, $2.75 ety lr — Wholesalers in the metropolitan area 
per roll, and No. 20, $3.7 15 per roll. ‘ Ne. $11G 1 burner stass Goor.... 3.78 report very little change in the demand 
“whe: ie. & i aa _—— © No. 121G 1 burner glass door.... 4.90 for fire pots. This line is fairly active 
$2.30 per roll, ‘and No. 10, $3.05 per a door. .. et at present, and prices are firm and 
roll. Dealers’ discount, on 10 or more, stocks sufficient for current needs. 
Ry per cent: less than 10, 30 JOBBERS’ QUOTATIONS TO RE. 
PURITAN— TAILERS, F.O.B. NEW YORK: 
Demand for Stove Goods No. 42G 2 burners glass door...$5.50 
Dealers’ etn <4 . 30 Torches 
Good and 5 per cent; less than 10, per Turner Master Line, 3 " iis 
. . NESCO— eac q eac at., ; 
Stove goods, including stove boards, No. 05 1 burner solid door re $2. 10 once; = at ie 7 each: 49 at., 8.54 
: 1 burner glass door...... 2. , . ’ eac 
~~ and dampers, — reported to be No. 010 1 burner solid door...... 4.15 T Stand Li 
fairly active. Stocks are sufficient and No. ol? 1 burner glass door eget 4.40 urner Standard Line, 
; No. urners sol oor..... 5.1! ; 
prices are firm. No. 20 2 burners glass door:... 5.40 Gasoline-Kerosene 
JOBBERS’ QUOTATIONS TO RE- No. . =e & ~n hhc 7 - $5.33 each; 14 pt., $5.76 each; 
No. 30 2 burners glass door..... 5.70 : 
TAILERS, F.0.B. NEW YORK: Dealers’ discount, 30 and 5 per 22 at qat., 6 oH poe 39 = 36.05 me 
Stove boards (paper lined), 24 x 24, cent. 92 qt., $6.79 each: 93 qat., $7.42 each; 
So sioue a ” =. ~ pero sii Water Heaters 105 pt., $4.88 each; 205 qt., $5.23 each. 
per doz.; 32 x 32, $14.75 per doz.; Perfection No. 412............... $40.00 Fire Pots 
35 x 35, $17.40 per doz., and 32 x 42, POPTOCTIOR THO. Golo ccccccccvcces 80.00 
$19.80 per doz. Perfection discount, 30 and 5 per Turner Line, No. 53, $7.20 each; No. 
Stove pipe dampers, My 4 and cent of lots of 10 or more; less than + $7.97 each; No. 66, $10.18 each; No. 
$1.35 per doz.; 5% in., 0 per Ang, 10, 30 per cent. , $7.13 each; No. 34, $8.67 each. 
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Weather Holds Back Trade in Pittsburgh— 
District Retailers’ Stocks Are Low 


(Pittsburgh office of HAKDWARE AGE) 


USINESS in hardware is just fairly good in this district. 
Weather conditions have been unfavorable for a good move- 
ment from the retail stores and this has been reflected back 

to the jobbers, who have found the returns from their salesmen, 
notably those traveling the rural districts, rather light. 

It has been difficult for the salesmen to get far on account of the 
heavy snows, which have made necessary some long tours to make 


short distances. 


fidence in a good spring trade does not wane. 


But this is merely the momentary situation. Con- 


It is believed re- 


tailers’ stocks are low and can stand much building up. 

The buying power of the district, if anything, is greater than it 
was a year ago, because there is reasonably full employment of steel 
plant labor and the coal industry is doing better than it did a year 
ago. High prices for coke have resulted in a good many notes being 
lifted by producers, and by the time the winter is over there should 
be a more comfortable financial situation in the entire fuel indus- 


try. 


It does not look now as though the hard coal strike would be 


settled before the end of the winter, because of the failure of the 
third parley. Hardware collections still are rather slow, however. 

Not many price changes are observed. New prices are out for 
stoves and heaters and sleds and these are the same as those for 


the past year. 
advanced 5 per cent. 


Community ware, except for a few items, has been 
A 10 per cent cut in automobile tires and 


tubes has been announced by one large maker and others are ex- 


pected to follow. 


BATTERIES.—A_ very satisfactory 
movement still is reported by local job- 
bers, with prices showing no further 


changes. 
Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: ; 
Broken Unit 
Packages Packages 

Each Each 
a 2 $1.05 $0.97 
2, Mp ieinespuende 1.22 1.14 
a SP schesekeeas 1.32 1.22 
Py. TP rreweetawdes 1.40 1.30 
a , Mn wtegmageane 2.62 2.44 
an, “Me eveéesttecs 2.62 2.44 
Saar 3.33 3.00 
i mn o¢eeees eens .42 .39 
Seu, GE séenecoene< .40 .35 
No. 6 dry cells, ignition type, unit 

packages, 32c. each; broken, 36c. 
Flashlight.—No. 935, 9%c. each; 
No. 950, 10%%c.; No. 790, 22c.; No. 
705, 21%4c.; No. 750, 18c.; No. 751, 





*Fiot Shot.— No. 1461, $1.70; No. 

1662, $2.35. 
BOLTS, NUTS AND RIVETS.—Bolt 
and nut prices are holding firmly and 
most makers of rivets also are firm as 
to prices. Demand is notable for its 
steadiness than size, since there is not 
much sign of price changes and jobbers 
and consumers feel safe in buying close 
to their actual requirements. Demands 
upon the jobbers are not very heavy. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 


10 per cent off list; nuts, hot pressed 
blank or tapped, 3.35c. off list, c.p.c. 
and t. blank or tapped, 3.35c. off list; 
rivets, small wagon and tinners’, 60 
per cent off list. 








BUILDERS’ HARDWARE.—This line 
continues to do well and is very helpful 
to retailers who maintain such depart- 
ments to offset the quiet demands in 
other lines. 
CEL-O-CEL GLASS.—This line is be- 
ing introduced here and the responses 
are sufficiently good to warrant expec- 
tations of a real market. Jobbers are 
quoting it as 12%c. per sq. ft. 
GARDEN APPURTENANCES.— The 
movement against spring orders has 
suffered a little from bad weather, but 
jobbers call business good and expect 
greater things when the weather opens 
up. 
. Tools.—Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 Pr doz. ; 


spading forks, $10.80 to 1.00 per 
doz; haying forks, 3-tine, first qual- 


ity, $12.75 per doz.; German hoes, 
No. 3-0, $7.20 per doz. 
Hose.—In  250-ft. reels, 


% in., 
914c. to 16c. per ft.: % in., 10%c. to 
lic.; %-in., 11%c. to 12c.; Gem spray 
nozzles, $6.80 a doz. 

Sprinkling Cans.—4-qt., $6 per doz.; 
6-qt., $6.60; 8-qt., $7.50; 10-qt., $8.10; 
12-qt., $10; 16-qt., $12.60. 

COMMUNITY WARE.—Prices for 1926 
have been announced. Except for a 
few items, new prices are up 5 per 
cent as compared with those for 1925. 
TOASTERS.—The Westinghouse Elec- 
tric & Mfg. Co. has announced a price 
of $6 to retailers on its turnover 
toaster; it formerly sold at $8. 


PRUNERS.—This line is coming in for 
greater call, with.the approach of 
spring. Jobbers quote pruning shears 





unywhere from $2 to $24 per dozen and 
wood handled tree pruners from $1.30 
to $2.40 each. 


PAINTING SUPPLIES.—Prices are 
down slightly on turpentine, but un- 
changed in other items. Current de- 
mands are light, but advance orders for 
spring are good. 


Prices to retailers: 


Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50: 
white lead, 15%4c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
ib. or more and an extra 5 per cent 


less in lots of a ton or more; turpen- 


tine, $1.14 per gal. in barrel lots: 
a oil, 12.7c. per Ib. in barrel 
ots. 


AUTOMOBILE TIRES AND TUBES. 
—The United States Rubber Co. has 
cut prices 10 per cent and other makers 
are expected to follow suit. New price 
lists have not yet been issued by the 
local trade. 


SLEDS.—Prices for 1926 on the lead- 
ing makes will be the same as for 1925, 
according to recent announcements by 
manufacturers. 


List prices subject to customary 
discount of 33144 per cent. Flexible 
Flyer, steering sleds, 38-in., $3.75 
each; 42-in., $4.75; 47-in., $6, and 52- 
in., $6.50. 


STOVES AND HEATERS.—Prices of 
the Reznor line for 1926 have been an- 
nounced. There is no change from 1925, 
except on a few lines which have been 
lowered because they are to be discon- 
tinued. There are a few additions to 
the line. 

SOLDER.—The price is off slightly for 
reasons that are found in the base ma- 
terials market. Jobbers now quote half 
and half at 39%c. per Ib. 


SHEET METAL.—Prices have not 
changed since last accounts. Business 
is said to be running a little heavier 
than a year ago. 


We quote sheet copper at 22%c. per 
lb. from jobbers’ stocks in lots of 
300 Ib. or more and 26%éc. per Ib. in 


single sheets; sheet zine, l14c. per 
l in loose sheets; 13c. in 100 Ib. 
casks; 12%c. in 300 lb. casks and 
'12%c. in 600 IM casks. 


SHEET STEEL.—Jobbing business is 
good in this district and January sales 
were slightly ahead of those for the 
same month last year. Prices show no 
change, despite some irregularity and 
weakness in mill prices. Manufactur- 
ers have not had orders Jately equal to 
shipments and some of them anxious to 
maintain operating schedules have been 
shading prices. The concession is a 
matter of 10c. per 100 lb. and seems to 
apply on all finishes. 


Prices out of Pittsburgh jobbers’ 
stocks: Galv. flat, No. 28 gage, $5.60 
base per 100 lb.; corrugated No. 28 
gage, 2%-in., $4.74 per square; one 
pass cold rolled black, No. 28 gage, 
$4.35 base per 100 Ib. Armco ingot 
iron galvanized flat, No. 28 gage, 
$6.35: Toncan metal galvanized flat, 
No. 28 gage, $6.35; all for lots of one 
to nine bundles. 


TIN AND TERNE PLATE.—These 
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lines are doing well with local jobbers $19; 25-1. $21; 30-Ib., $22.50; | 40-Ib. 

and in view of the fact that makers are $25.15; furnace plate, 1. GL. 20% 

well supplied with business and there Cae fw box of 112 sheets; 
. - . *, ov. . 


is such strong prospect of a big outlet 
for tin plate for food and other con- 
tainers, there is no doubt about the 
strength of prices. 


POULTRY NETTING.—Except for the 
difficulty in making deliveries, due to 
the weather, there is no decrease in 
the movement of this line. Prices are 
subject to a discount of 50, 10 and 10 


Pittsburgh warehouse prices: 
per cent on galvanized netting before 


Roofing ternes, S-lb. 1. C. 20 x 


28- 
in., $13.90 per pkg.; 20-lb. L. C. 
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and of 50 and 10 per cent after weav- 
ing. 

SCREEN WIRE CLOTH.—Specifica- 
tions against spring orders still are 
reasonably good and any falling off in 
shipments is temporary and due to 
weather conditions. 


Jobbers quote: 
Black, $1.75 to $1.85, base, per 100 


sq. ft.; bronze, $5.50. 





February Good Month for 





Pittsburgh Iron and Steel Industry 


(Pittsburgh office of HARDWARE AGE) 

HE first month of the new year in the iron and steel market 

was a good one in point of production and shipments, but 
something of a disappointment in the direction of new busi- 

ness and specifications. With most companies and in almost all 
products, shipments exceeded incoming business and the result has 
been some cutting down of unfilled orders. Pig iron production 
in January, according to The Iron Age, was 3,316,201 tons, as com- 
pared with 3,250,448 tons in December, a gain of about 2 per cent. 
Figures of ingot production for January are not yet available, but 
are expected to show about the same total as for December. It 
looks as though this month might show a loss of production greater 
than the three fewer days in February than in January. If the 
automobile industry should get going, it would make a difference, 
because no small factor in the relatively quiet January was the 
lack of buying from that source. The automobile builders not only 
have been cautious buyers of steel, but have exerted a good deal 





of pressure against prices. 


They have succeeded in forcing con- 


cessions in alloy steel bars and in automobile body sheets. 


The general price structure is hardly 
as strong as it was at the end of 1925. 
In the commoner finishes of sheets, 
some difficulty is being experienced in 
maintaining the advances made late 
last November and the effort to estab- 
lish plates and shapes at 2c., base Pitts- 
burgh, has not been successful. It be- 
gins to appear that buyers are unwill- 
ing to pay more for steel than they 
paid last fall and despite the well es- 
tablished fact that the country’s con- 
sumptive capacity has grown material- 
ly in the past few years, it is not yet 
equal to the productive capacity, and 
the ability of the railroads to make 
deliveries with remarkable promptness 
is another factor in making difficult the 
task of steel makers to put up prices. 
With buying at very short range; that 











is, with consumers feeling safe in be- 
ing covered only 30 or 45 days ahead, 
there is dependence on new business 
by the manufacturers to keep up eco- 
nomical operations. This weakens de- 
sires to maintain prices higher than at 
which business is easily done. 

Steel makers did not earn last year 
in keeping with the amount of tonnage 
produced and since there is no desire 
to again work so hard for so little re- 
turn, it may be predicted that when the 
demand is not present the production 
will be trimmed accordingly. To pro- 
duce ahead of real or probably real or- 
ders meant surplus production last year 
and selling the excess was what made 
necessary the low prices that ruled 
so much of the time in 1925. There is 
no doubt that weather conditions have 


much to do with the quiet times of the 
past month and as spring approaches 
and steel consuming industries work 
into higher operating schedules, busi- 
ness will be better. Greater demands 
will enable manufacturers to take a 
firmer price stand, but for reasons al- 
ready advanced, the productive capacity 
and excellent railroad service, putting 
up prices a great deal may prove diffi- 
cult. It really looks like a year of nar- 
row price fluctuation and relatively 
steadiness in both prices and mill oper- 
ations. 

The month has not brought much 
change in the pig iron situation, but it 
has seen a continuance of the strong 
and active market in coke, due to the 
failure of the several anthracite par- 
leys and the consequent demand for 
coke to replace hard coal. 

Pittsburgh mill quotations of leading 
steel products follow: 

Steel bars, 2c., base, per lb.; tank 
plates, 1.80c. to 1.90c., base; structural 
shapes, 1.90c., base; black sheets, 3.35c., 
base; galvanized sheets, .4.60c., base; 
blue annealed sheets, 2.50c., base; wire 
nails, $2.65, base, per keg; plain wire, 
$2.50, base, per 100 Ib.; galvanized 
barbed wire, $3.35, base, per 100 Ib.; 
standard coke tin plate, $5.50 per base 
box; steel hoops and bands, 2.50c., base, 
for material narrower than 6 in.; light 
rails, $36 to $37 per gross ton. 

Valley pig iron prices, to which must 
be added $1.76 per ton, the rail freight 
to Pittsburgh, are: Basic, $20 per gross 
ton; No. 2 foundry, $20.50; Bessemer, 
$21; gray forge, $20. 

Connellsville beehive oven coke prices 
for prompt shipments are $11 to $11.50 
per net ton at ovens for furnace grade 
and $12 to $12.50 for foundry grade. 





Sells Fifty Outboard 
Motors Yearly 


(Continued from page 41) 


Cowing-Robards, of Alexandria, Minn., by canvassing 
the several summer resorts in the vicinity sold fifteen 
outboard motors last summer and never at any time 
The firm also attrib- 
utes its success in sales to the fact that it carries a 
line of repair parts and makes minor repairs and 


had more than four in stock. 


adjustments at no labor charge. 


That it is not necessary to be located in a lake 
country to sell outboard motors is proven by the 
experience of Sharp Brothers, Fort Wayne, Ind. With 
the nearest lake over forty miles away, they sell from 
sixteen to twenty enginés every year. 

Other dealers situated in all sections of the country 
are finding that the sale of portable motors can be 
made into a profitable volume and reports of successes 
in European and South American hardware stores are 


by no means uncommon. 
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A Name that 
Identifies Betterment 


One-Minute Manufacturing Co., Newton, Iowa, put 
Timken Tapered Roller Bearings into the One-Minute 
Washer to make it smoother-running, more economical 
and more durable. 

One-Minute dealers obtain all the selling advantages of 
a better product plus the value of the universally ac- 
cepted Timken name. — 

To the owner of an automobile—to the user of machinery 
—to the reader of advertising — Timken Bearings are a 
known and proved route to excellence in all mechanical 
devices, including household appliances. 


THE TIMKEN ROLLER BEARING CO., CANTON, OHIO 


TIMKEN 


Tapered 
ROLLER BEARINGS 
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Weather Retards January Sales in Cincinnati— 
Look for Substantial Orders Feb. and March 


(Cincinnati office of HARDWARE AGE) 


jobbers had anticipated, principally due to the fact that the 


Fp otters in January failed to measure up to the volume that 


snowy and icy weather militated against both the retail and 


jobbing trade. 


Despite the lack of buying on an extensive scale 


there is a good tone to the market and jobbers believe that the first 
period of favorable weather will bring out a healthy demand for 


staple and spring merchandise. 


Reports from the mining districts in Kentucky and from the 
agricultural sections of Ohio and Indiana indicate that people are 
well employed and have considerable money to spend. It is expected 
that the farmers will be heavy buyers of hardware in February and 


March. 


The influence of recent price advances by manufacturers is be- 
ing felt by jobbers who already have announced an increase in their 


schedules on galvanized ware and hammers and hatchets. 


Rope 


also has advanced. The outlook for sales of paint in the next few 
months is most encouraging. Jobbers report that the present de- 
mand is excellent for this time of the year. 

Spring goods have been moving rather slowly, but the sluggish- 


ness of the market is attributed to the cold weather. 


The first break 


in the weather will undoubtedly result in an avalanche of orders. 
Good sales of winter items have been made recently. Outstanding 
in sales activities has been the demand for snow shovels which are 


selling better than at any time in the past six years. 
Retailers report that business has been only fair at best. 
up is expected within a few weeks. 


AUTOMOBILE ACCESSORIES.—Busi- 
ness has not been as brisk as jobbers 
had expected. Despite the fact that 
Cincinnatians have experienced a touch 
of real winter, buying of cold weather 
accessories has not reached the propor- 
tions anticipated by both retailers and 
jobbers. The high price of tires has 
militated against large sales. To offset 
the restricted buying several manufac- 
turers have brought out a cheap grade 
of tires for Fords, prices of which are 
quoted below. Interest is beginning to 
turn toward spring goods, and jobbers 
will soon be in a position to supply 
spring merchandise to the retail trade 
in this territory. Meanwhile, activities 
are limited to orders for fill-in pur- 
poses. Prices have undergone no change. 


We quote from Cincinnati jobbers’ 
stocks: 

Alicoho!l.—63c. gal. in 50 gal. drums: 
charge of $6 for drum, which money 
will be refunded upon return of the 
drum in good condition. 

Tubes.—30 x 3% _ standard 
tubes, $2.25. 

Chains.—McKay tire chains, 1 to 9 
10 to 49 


gray 


pairs, 30 per cent off list, 
pairs, 35 per cent of list: in lots of 
50 pairs, 40 per cent off list; 30 x 


314, $4.50: 31 x 4, $5.50: 33 x 4, $5.75: 
34 x 4%, $6.75; 30 x 5, $6.75; 33 x 5, 
7.50. Standard balloon tire chains, 
9 x 440, $5; 29 x 495, $5.50; 30 x 577, 
$7: 32 x 577, $7.50; 35 x 660, $10. 
Radiator Covers. — Ford radiator 
engine covers; for 1924 and 1925 
$2.25 each; for 1926 models, 
radiator covers only: for 
for 1926 


end 
models, 
$2.35 each: 
1924 and 1925 models, $1; 
model, $1.05 each. 
Fenders.—Ford fenders, $7.45 a set; 
commercial fenders, $3.10 a pair. 


Luggage Carriers.—Luggage car- 


A pick- 








riers, 90c. each; 80c. in quantities 
of 24. 

30 x 3% eat cord tires, $8.25 each; 
in lots of 10, 


AXES.—Sales are normal for this time 
of the year, and jobbers are well satis- 
fied with the volume of business that 
they have done in the past few months. 
Prices remain the same. 
We quote from Cincinnati jobbers’ 

stocks: Dreadnaught single bit 

weight handle axe, $1.60; WUread- 

naught single bit base weight un- 

handled axe, $14.85; double bit base 

weight handle axe, $24. 75; double bit 

hase weight unhandled axe, $20. 
AGRICULTURAL HANDLES.—Book- 
ings for spring delivery have been only 
moderate, but indications point to a 
good trade this month. Farmers in 
this territory are prosperous and are 
in a position to spend money for new 
equipment. The hardware retailers, if 
they go after business in the rural dis- 
tricts, should have excellent results. 
Prices are unchanged. 

bed quote from Cincinnati jobbers’ 


stocks 
fork, 5%4-ft., $2.85; 5%-ft. 


Hay 
bent hay fork, $3.30: long manure 
fork, $2.45: cotton hoe handles, $1.85; 


wood D shovel handle, $4.80. 


BOLTS AND NUTS.—Shipments have 
been sizable, and the retail trade is 
gratified at the steady flow of business. 
Quotations are showing strength. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
10 off; small, 50, 
riage bolts, large, ; small, 50 
and 10 off; stove bolts, 75 off: semi- 
finished nuts, 9/16 in. and smaller, 75 
off; larger sizes, 65 off, 





BUILDERS’ HARDWARE.—While the 
trade has lagged because of the usual 
seasonal dullness, signs of renewed ac- 
tivities in the latter part of February 
are in evidence. Building operations in 
Cincinnati and nearby communities are 
going ahead at a rapid pace and 1926 
is expected to equal the previous year, 
which was profitable to local jobbers. 
Contract work is expected to be par- 
ticularly desirable, because of the 
amount of it which is developing. 
Prices are firm. 


We quote from Cincinnati jobbers’ 


stocks: 
Hinges.—Heavy, 60, 10 and 10 off; 
aed 10 60, Be . AL tg off; extra heavy 
Oo 
4 -&t.4 ber; BB hinges, 70 off; 
safety hasps, 3-in., 965c., S16. per 
doz.; 4%-in., $1.25; 6-in., 
Butts.—Steel, dull ae = an- 


tique copper, case lots, %, 
20c. per pair net; 4 x 4, 28c. in less 


—— case lots, 3% x 314, 22c.; 4 x 4, 


: Sash Weights.—Sash weights, 1.85c. 
Inside Sets. uare bevel inside 
sets in case lots, $5.10 a doz. 
EAVES TROUGH AND CONDUCTOR 
PIPE.—The market has been sluggish. 
Consumers are buying in small lots for 
immediate needs. Prices are unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in., eaves trough, 
$6 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft.; 3-in. corrugated conductor el- 

bows, $1.94 per doz.; 29-gage, 3-in. 

corrugated conductor elbows, $1.51 
per do 
FILES.—Movement of goods from job- 
bers’ warehouses has been normal. 
Prices are displaying strength. 


We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 40, 10 
and 10 + a oe Keystone files, 70, 10 
and 5 off 1 


GALVANIZED WARE.—Jobbers have 
announced an increase in their prices, 
effective immediately. The new sched- 
ule, however, shows only a small ad- 
vance over the previous one. Dealers 
state that demand from their custom- 
ers have been good and, consequently, 
retail stocks have had to be replenished 
in many cases. 
We quote from Cincinnati jobbers’ 


stocks: 

Galvanized Pails.—10-qt., $2. 30 per 
doz.; 12-qt., 2.55 per doz. 14-qt., 
$2. 90 per doz. ; l-qt., $3.4 per ton. 


galvanized tubs, No. 1, $6. 50 per doz. 
GARDEN HOSE. — Bookings for the 
spring trade have been fairly good, 
although many retailers have not yet 
come into the market for their season’s 


requirements. The price situation is 
very firm. 

We quote from Cincinnati jobbers’ 
stocks: 

Rubber Hose. — 5- %-in., 8%c. 
per ft. in 50-ft. lengt 4 = ply, -in., 
10c. per ft. in 50-ft. lengths: -ply, 
%-in., 12c. per ft. in 50-ft. lengths: 
double braid in %-in., 500-ft. coils, 
10c. per ft. 


GARDEN TOOLS.—A prolonged period 
of ice and snow has proved to be a 
severe handicap to the sale of garden 
tools. Retailers have postponed buying 
to some extent, but orders in the first 
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All Floor Space Instantly 





“*Quality leaves 
its imprint” 
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* R-W Folding Partition Door Hard- 
Available ware with amazing swiftness con- 
verts small rooms into a large room, 
or vice versa. Every inch of space utilized. Ideal for assembly and 
banquet rooms in hotels, churches, schools, Y. M. C. A.’s and other 
ublic buildings. Securely supported, top and bottom, R-W Folding 
Partition Door Hardware prevents sagging, sticking or rattle. The 
doors slide and fold in pairs, so smoothly and easily as to be effortless. 
Write for full information. 


Economy the R-W Watchword 


R-W Folding Partition Door Hardware economizes space, serves 
convenience, saves time and effort. In all R-W products, economy 
in time and effort is conspicuous. Note how perfect the operation 
of R-W hangers on any door that slides—the unobstructed doorway 
—so quick as to be practically automatic. A sound principle properly 
used—essential to modern requirements. R-W Engineering Dept. 
will help you, without any obligation, solve any doorway problem. 
Write fully and state your needs. 
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week of February were better than in 
any previous week this year. No change 
has occurred in prices. 


We quote from Cincinnati jobbers’ 
stocks: 

Forks. — 035% Iowa hay forks, 
$12.25 doz.; 044% Iowa manure 
forks, $15.60 doz.; OHW Iowa spad- 
ing forks, $19.80 ‘doz. 

Rakes.—14SM rakes, $5.64 doz.; 
No. 314 Peerless rakes, $9.84 doz. 

GLASS.—Sales in January dipped to a 
low point, because of the inventory 
period and the cold weather which fol- 
lowed it. However, jobbers state that 
activities are about normal for the sea- 
son and that the outlook is favorable 
for a decided pickup in sales about the 
middle of February. Some price cut- 
ting has been indulged in locally to ob- 
tain desirable jobs, but quotations, taken 
as a whole, have held fairly firm. 

We quote from Cincinnati jobbers’ 

stocks: —— strength A first 
bracket, 87 = cent discount; single 
strength B st bracket; 89 per cent 
discount; single strength A second 
and third brackets, 85 per cent dis- 
count; single strength B second and 
third brackets, 87 per cent discount; 
single strength A over the third 
bracket, 83 per cent discount; sin- 
gle strength B over the third bracket, 
85 per cent discount; double strength 
A, 85 = cent discount; double 
strength B - to 54-in., 88 per cent 
discount; double strength B over 54- 
in., 87 per cent discount. 


HAMMERS AND HATCHETS.—Job- 
bers have followed manufacturers by 
making a new price on hammers and 
hatchets which is an increase over pre- 
vious quotations. Business continues to 
be active, and the jobbing trade believes 
that sales will be good in the next 
month. 


We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $12.50 
doz.; hammers, No. 81, $12 doz.; Boy 
Scout, $11 doz. 


ICE CREAM FREEZERS.—A definite 
buying movement has not set in, doubt- 
less due to the fact that snowy weather 
is not conducive to thoughts of sum- 
mer and relief from the heat. Orders 
are expected to increase materially 
within the next month. Prices are 
steady and unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Peerless.—2-qt. $3.45: 3-qt., $4.10; 
4-qt., $5; 6-qt., $6.30; 8- -qt., $8.20, 


Peerless dealer's discount is 25 and 
10 per cent off above list. 

White “Xt —2-qt., 
$6.75; 4-q $8.25; 6-qt., ; 
$13.50. White Mountain dealer’s dis- 
count is 50 per cent off above list. 


LAMPS.—Sales during the winter sea- 
son have been large, and jobbers are 
still getting calls for small lots for 
quick delivery. 


We quote from Cincinnati jobbers’ 


stocks: 
Quick Life gasoline noe Nef 
$7.40; C329, $6.25; C318, iF 24, $7; 
lanterns, dor $5.25; 


Quick Life 
L427, $6. 


LAWN SPRINKLERS.—Buying is still 
restricted to scattered orders and it will 
probably be another month before re- 
tailers will begin to anticipate their 
spring and summer needs. Meanwhile, 
prices are the same with no indication 


of a change in the near future. 
We quote from Cincinnati jobbers 
stocks: Fountain ring sprinklers, $6 
doz.; Rain King sprinkler, $28.20 doz. 


MOPS.—A steady call from the retail 
trade has tended to stabilize the local 
market. Prices are firm and retailers 
are carrying a fair amount of stock. 
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We quote from Cincinnati jobbers’ 
stocks: O’Cedar line with fNandles, 
No, 3, $12; No. 4, $8; No. 5, $10; 
No. 8, $12; No. 15, $6. 

NAILS.—The demand for nails has 
been pronounced, Retailers have kept 
well stocked against immediate needs, 
but have found it necessary to replen- 
ish their supply lately. While prices 
are steady in this market, reports from 
Louisville indicate that nails are being 
sold there at $2.85 a keg. 


We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $2.95 per 
Keg; cement coated nails, $2.25 per 

eg. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Sales have been normal 
and jobbers are well satisfied with the 
amount of merchandise that they are 
moving. No change has occurred in 
quotations. 


These are list prices. Dealer’s dis- 
counts are noted after each group. 


Oil Cook Stoves 
is age ht og 


a Ce ae eG... cccswssenees $17.50 
No. a s.r re 22.50 
A, we - @ in cceestsoweens 28.50 
oo <a. BB Bi bacocedencses 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 


less than 10, 30 per cent. 

PURITAN (Improved Model)— 

a, Gee Be Bo 6 é6é60000%0u $17.50 
No. > a ic. scegkele ow 22.50 
Se, ee SE Kuuccecacccsen 28.50 

Puritan discounts same as Perfec- 
tion. 

NESCO— 
ee ae $9.50 
REE 17.35 
IN@. ZIS SB WUFMOTS.....ccccccecs 22.00 
No. 214 4 burmers.............. 28.00 
Pe OO Mes cncvcccses 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 


Ovens 
PERFECTION— 


No. 211 1 burner plain door... .$2.50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door.. 4.90 
No. 122G 2 burners glass door. 6.00 
i. Ferrer 15 
Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent 
PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealers’ discount, 30 and 5 per 
cent. 

Water Heaters 
re Se ae ae es $45.00 
Perfection No. 412.......cceces 40.00 
Perfection No. 421............. 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


PAINT.—While business has been ex- 
ceptionally good for this time of the 
year, there has been considerable fluctu- 
ation in prices. Ready mixed house 
paints have decreased 25c. a gallon, and 
turpentine shows a slight increase. 
There has been a sharp drop in the 
price of linseed oil, which is now sell- 


cook 
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ing at 87c. a gallon in single barrel 
lots. 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.50 per gal.; linseed oil, single 
barrels, 87c. per gal.; turpentine in 
2-barrel lots, $1.07 per gal.; white 
and red lead in 500- hb. kegs, 15%c. 
per lb. less 10 per cent. 


POULTRY AND WIRE NETTING.— 
Activity has been widespread and the 
bookings for early spring delivery have 
been sizable. Quotations are un- 
changed. 


We quote from Cincinnati jobbers’ 
stocks: 12 mesh black wire netting 
$1.75 per 100 sq. ft.; 12 mesh opal 
wire netting, $2.05 per 100 o. 

14 mesh opal wire netting, $2.45 per 
100 sq. ft.; poultry netting galvanized 
after, 571% off list; poultry nettin 
geseantoes before, 57% and 10 o 
st. 


RADIO BATTERIES. — Demand has 
been well sustained. Interest in radio 
is now at a high point and dealers are 
profiting therefrom. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks: 22% volt B radio battery, 
$1.30 each; two cell tubular flashlight 
battery, 19% c. each; three cell tubu- 


lar flashlight battery, 27%c. each; 
small monocells, 8%c. each; large 
monocells, 9%c. each 


A battery, 35c. each; ignitor dry- 


cell battery, 32c. each. 
ROLLER SKATES.—That this product 
is rapidly becoming a year-round seller 
is the testimony of local jobbers who 
have had a steady call for roller skates 
throughout the past few months. Prices 
are the same. 


We quote from yee jobbers’ 
= Nos. 4 and 5, $1.45; No. 6, 
1.55. 


ROOFING MATERIAL. — Inclement 
weather has seriously interfered with 
outdoor activities and consequently 
sales of roofing material have suffered. 
However, the outlook for good business 
in February and March is favorable. 
Prices are firm. 
We quote from Cincinnati jobbers’ 


stocks 
Roofing Paper. — Light, standard, 
$1.05; medium standard, $1.30; heavy 


standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 
fast, $1.80; red and green slate 
surface, $2. 

Roof Coating. — Coal tar, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal.; in half 
crude, in barrel lots, 25c. per gal.; 
in half barrels lots, 28c. per gal. 

Roofing Cement.—lIn. 1-lb. cans, 32 
to the case, 15c. per lb. net; in 3-Ib. 
cans, 12 to the case, 13c.; in, 5-Ib. 
cans, 12 to the case, 1llc.; in 10-Ib. 
cans, 10c.; in 25-lb. cans, 9c. 


SAWS.—Sales are considered to be sat- 
isfactory, and dealers are inclined to 
carry larger stocks than a few. months 
ago. Prices are the same. 


We quote from Cincinnati jobbers 
stocks: Disston D8 line, 20-in., 
$24.40; 22-in., $26.20; 26-in., $29.50; 
Atkins junior Mechanic, 20-in., $19. 


SCREWS.—Business has been fairly 


refined, 


good. No change has been made in 
prices. 
We quote from Cincinnati jobbers’ 
stocks: 


Flat head bright screws, 85 and 
7% off list; flat head blue screws, 
85 and 2% off list; flat head brass 
screws, 80, 10 and 10 off list; round 
head blue screws, 80, 20 and 2% off 
list; round head brass screws, 80 
and 5 off list; round head nickel- 
plated screws, 75, 10 and 5 off list. 


SNOW SHOVELS.—Retailers have sold 
more snow shovels this winter than at 
any time in the previous six years. 
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N orthwest Dealers Are Optimistic After 
Very Good Business During January 


(Minneapolis office of HARDWARE AGE) 


ITH January back of the merchants and jobbers, the next 

point of real interest, aside from the Northwest Automotive 

Show, which is practically in the past at this time, is the 
coming State conventions of the hardware associations. 

As usual for these events, the jobbers are planning to have the 


majority of their road salesmen in to meet the dealers. 


Indications 


point to a larger attendance at the conventions than in the past few 


years. 
ditions. 


This may be considered the result of improved business con- 
The merchants are far more optimistic over the prospects 


for this year than they were last, in the territory tributary to the 
Twin Cities, and are looking for much better business. 

Almost without exception, the dealers who have been interviewed 
state that their January business was a decided improvement over 


that of last year. 


This is not because of any unusual conditions as 


to weather, or industry, but because of the gradual and steady turn 
toward better general business conditions over the entire North- 


west. 


With two good crops harvested and sold the past two years, 


the dealers and jobbers are feeling the large increase in the buying 


power of their customers. 


While the dealers are not heavily stocked, they are anticipating 
a very good spring season and have ordered futures to a heavier de- 
gree than during the years just passed. However, they have their 
habit of smaller individual orders and more frequent purchasing 
firmly fixed and are operating along that basis. 


ASH SIFTERS.—Call for sifter shows 
a decrease from the heavy demand of 
the early season. Stocks are still good, 
with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b.Twin Cities: Wood square ash 
sifters at $2; metallic rounds, $4.25; 
and wood barrel at $6 per doze n, net. 


AXES.—Sales are still good, with 
stocks well filled. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $14.50, and double bit 
— weight axes at $19.50 per doz., 
net. 

BOLTS.—Demand for bolts is improv- 
ing. as stocks were at a low point after 
mventory. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
45 per cent; machine bolts at 50 per 
cent; stove ‘bolts at 75 per cent, and 
lag screws at 55 per cent from list. 


BRADS.—Call is still light, as building 
has not yet started for the season. 
Stocks are light in dealers’ hands, with 
no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 
lb. boxes at 75 per cent from lists. 


BUILDERS’ HARDWARE.—With ac- 
tual building at a low point, dealers are 
having light demand in this division of 
the business. Stocks in retailers’ hands 
are light, but there is already an indi- 
cation of a fine year. 


COAL HODS.—Sales are lighter than a 
few weeks ago, and dealers are grading 
their stocks down for the end of the 
Prices have not changed. 


season. 











We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 17 
in. coal hods at $3.60; 18 in. at $4.15; 
ee funnel hods, 17 in., $4.50; 
18 in., $5.15; galvanized open, 17 in., 
$5; 18 in., $5.50; galvanized funnel, 
i se $6.45, and 18 in., $7 per dozen, 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Present retail de- 
mand is light, with stocks in retail in 
like condition. Jobbers are expecting 
«1 heavy trade during the building sea- 
son. There is no change in prices. 


We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Slip joint 28 ga., 
5 in. single bead eaves trough at 
$6.05 per 100 ft.; 29 ga., $5.50 per 
100 ft.; 28 ga., 3 in. conductor pipe at 
$5.40 per 100 ft.; 3 in., elbows, $1.73 
per dozen, net. 
FIELD FENCE.—Spring orders have 
not begun to go forward to any great 
extent, but there is a potential demand 
that is interesting. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 13 ga. intermediate type 
of fence at $30.04 per roll with other 
sizes and weights in proportion. 

FILES.—Retail trade shows improve- 
ment, as shops and factories are prepar- 
ing for the season’s operations. Dealers’ 
stcoks are broken, not having been re- 


filled after inventory. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 


at 50 per cent, and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Demand in 
some lines show an acceleration, with 
dealers beginning to fill their stocks 





for the season’s trade. 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 


galvanized tubs at $7.50; No. 2, $8. 25; 
No. 3, $9.45; heavy tubs, mo. i, 


Prices have not 


$12.60; No. 2, $13.80; No. 43, $15; 
standard 10-qt., pails, $2.70; 12-qt., 
$3.05; 14-qt., $3.40; stock pails, 16- 
qt., $5, and 18-qt., $5.50 per dozen, 


net. 
GLASS AND PUTTY.—Call for these 
items is rather slow, as the heavy sales 
season has passed. Stocks are in good 
condition, with no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
double 


gle strength glass, 83 per cent; 
strength, 85 per cent, and stric tly 
pure putty in 50-Ib. drums at $4. 85 


cwt., net. 
HAMMERS AND HATCHETS.—Sales 
in small tools were better this January 
than last, and spring sales are showing 
very good prospects. Prices have not 
changed. 


We 
f.o.b. 
carpenters’ 
Plumb No. 
2 broad hatchets, $14.45; No. 2 
gling, $11.20, and No. 2, claw, 
per doz., net. 

ICE CREAM FREEZERS.—Present de- 
mand is normal. Dealers’ stocks are 
still light, with prices unchanged. 

We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Peerless ice cream 
freezers, 1 gt., $2.10; 2 qt., $2.45; 3 
qt., $2.95; 4 qt., $3.60; 6 qt., $4.55, and 
8 qt., $5.90 each, net. Arctic freezers, 
2 qt., $2.30; 3 qt., $2.78; 4 qt 
6 qt., $4.30 each, net. 
tain, 2 qt., $2.83; 3 qt., $3.38; 4 qt., 
$4.13; 6 qt., $5.23 each, net. Alaska 
freezers in both grades, 20-10 per 
cent from list. Auto Vacuum freez- 
ers, 33% per cent from lists. 


LANTERNS.—The heavy sales season 
for lanterns is over, but there is a good 
normal demand at present. Stocks are 
well assorted, with no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen 
net. 


NAILS.—Call or nails for spring 
building has not yet started, and deal- 
ers are holding their stocks down to a 
low point. Prices are steady as last 
quoted. 


stocks, 
Twin Cities: No. 11% 

hammers at $12.60; 
HF81, $10.50; Plumb No. 
shin- 
$12.50 


from jobbers’ 


quote 
Maydole, 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 
OIL HEATERS.—Sales are fair, with 
no particular demand at the present 
time. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, $3.66 each, 
and No. 016, nickel polished steel, 
$5.32 each net. 


OIL STOVES, OVENS AND WATER 
HEATERS.—While present sales are 
rather light, jobbers and dealers are 
anticipating a heavy demand as soon as 
spring business opens. Dealers are 
holding present stocks at a low point. 
Prices show no changes. 
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Prices to retailers f.o.b. Twin 
Cities: . 
Oil Cook Stoves 
PERFECTION— 
a. Ve Os co vb coceceses $17.50 
ao wae Ge: BE cccocceeceees 22.50 
Ne. oe, 2 Bis Senn ceee0cees 28.50 
ee. Gee Be in 006600006608 39.50 


Perfection dealers’ discount, 30 and 
» per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)— 


aS ££ }.;} ere $17.50 
DUO. GE SF BUMMER. cc ccccvcccece 22.50 
No. 44 4 bDurmers..........0-- 28.50 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
a: tn 2) i. «see~0 eS pkeuet $9.50 
a; ee 2 nn... woceceecees 17.35 
i) i oe  .  wc6 pees e eee 22.50 
No. 314 4 DUFMOFS.....ccccccces 28.00 
Be, Be © BUPMOTB. cc ccccccccece 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealers’ discount, 30 and 
5 per cent. 
Ovens 
Po ar 
No. 211 1 burner plain door... .$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
3 -_ ere 6.15 
Dealers’ discount, on 10 or more, 


30 and 5 per cent; less than 10, 30 


No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent. 
NESCO— 

No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 

Dealers’ discount, 30 and 5 per 
cent. 

Water Heaters 

Perfection No. 418......cccccces $40.09 
Perfection No. 121.............. 80.00 


Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—De- 
mand is normal for this season of the 
year, with stocks heavy enough to cover 


the call. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 
paints at $2.80 per gallon, in 1 gal- 
lon cans, and white lead in 100 Ib. 
kegs at $14. 29 cwt., net. 


PAPER.—Call for building paper is 

light at present, due to the low activi- 

ties of builders. Stocks are ample for 
the demand, with prices holdirg firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 


at $3.25 cwt., and tarred felt at $3.35 
cwt., net. 


PYREX OVENWARE.—There is a 
steady demand for glass baking dishes, 
and merchants’ stocks are well as- 
sorted. Prices have not changed. 

We quote from jobbers’ stocks, 


cook 
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f.o.b. Twin Cities: No. 113 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility —. ye ad ; 


No. 12 tea pots, $1.67; No. ea 
pots, $2 and No. 36 tea pots, $2.33 
each net. 


ROPE.—Sales-are fair, with stocks well 
assorted, though still light. It should 
be noted that the advances for sizes 
were recently changed from the sched- 
ule which has prevailed for a number 
of years. This was noted some weeks 
ago, and is again mentioned for the 
benefit of the reader. Prices have not 
changed as to base. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 27%c. Ib. base, and best 
grade sisal rope at 19%c. lb. base. 

SANDPAPER.—Call is comparatively 
light at present, and stocks are graded 
accordingly. Prices have not changed. 


We quote from jobbers’ stocks 
f.o.b. Twin Cities: Best grade No. i 
sandpaper at $6.65 per ream; second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 


SASH CORD AND WEIGHTS.—Sales 
are at a low point, but are well up to 
the average for this season of the year. 
Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 


cord, 78%c.; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 


net. 
SCREWS.—Sales are fair, showing 
some increase during the past month. 
Dealers’ stocks are still rather broken, 


with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 er cent; flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent: 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 
from lists. 


SIDEWALK SCRAPERS.—Sales are 
very good, the need of this class of 
tools being at a high point. Stocks are 
well filled, and prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s’ side- 
walk scrapers at $5 per dozen, net. 

SK ATES.—While sales have been ex- 
ceptionally good this winter, the season 
is practically over, and sales are becom- 
ing more scattered. Dealers’ stocks, 
and jobbers’ also, are badly broken as 
to sizes and kinds. Pricés are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skates, $4 pair; 
North Star aluminum ffinish tube 
skates and shoes, $7.25 pair; nickel 
finish, $8.25; pair; Nestor Johnson 
Flyer skates and shoes, aluminum 
finish, $5.50 pair, and nickel finish, 
$6.50 pair, net. 


SNOW SHOVELS.—Call has been and 


still is heavy for snow tools. Stocks 
are well filled and prices firm. 
We quote from jobbers’ stocks, 


Wood snow shov- 
straight handle, 

D han- 
16 x 21, 


f.o.b. Twin Cities: 
els, $19; steel blade, 
$4.50: galvanized steel blade, 
dle 15% x 17, $10.80, and 
$11.50 per dozen, net. 
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SOLDER.—Call is comparatively light, 
with ample stocks to meet the demand. 


Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 42c. Ib., and strict- 
ly A eas and half solder ‘at 4lc. Ib., 
ne 


STEEL SHEETS.—Sales are fair for 
this season of the year, with stocks 
well assorted. Prices have not changed. 


We quote from jobbers’ stocks, 

. b. Twin Cities: Black steel sheets 

$4.35 cwt., and galvanized steel 
a at $5.60 cwt., base. 


STEEL TRAPS.—Sales show some de- 
crease, with the heaviest of the sell- 
ing season behind us. Stocks are be- 
ing graded down for the close of the 
season. Prices have not changed. 

We quote from jobbers’: stocks, 


f.o... Twin Cities: Triumph No. 0, 
traps, 9c.; No. 1, 22c.; No. 1%, 18%%c.; 
No. 2, 2516C.; 8) 414%c.; No. 


50%c.; No. 115, 15c.; No. 215, 29%c.; 
No. 315, $1.15; No. 115X, 20%c.; No. 
215X, 30%c. each: Victor, No. 4 traps 
at $1.10: No. 1, $1. 38; No. 1%, $2.14; 

2 Oneida jump traps, No. 
0, $1.59; No. 1, $1.83; No. 1%, $2.81 
per dozen, net. 


STOVE BOARDS.—Sales are grading 
down for the end of the selling season, 
with stocks in dealers’ hands at a low 
point. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized stove 
boards, 28 x 28, $16.95; 30 x 30, 
— 70; 36 x 36, $27.45 per dozen, 
net 


STOVE PIPE AND ELBOWS.—Orders 
are being placed by the dealers for 
next fall. Present sales are normal, 
with stocks on hand reduced. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued, 
28 ga., 6 in., knocked down stove 
pipe at $14.75 per 100 lengths; com- 
mon iron corrugated elbows, 6 in., 
$1.30; and adjustable charcoal iron, 6 
in. elbows at $2.05 per dozen, net. 


TORCHES.—Spring demand has not 
yet started, but prospects are good for 
fine sales. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43, qt., $5.76; No. 45, qt., 


$6.53; No. 47, qt., $7.08; No. 48, at., 
$7.48; No. 49, qat., $8.54; No. 52, qt., 
(flat), $6.96 each. Turner Standard 
line; No. 8, pt., 33; No. 14, pt., 
EE No. 22, qt., $6.53; No. 30, qt., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05; No. 92, qt., $6.79; No. 93, qt., 
$7.42; No. 105, pt., $4.88; No. 205, 
qt., $5.25 each. Turner Fire Pots, 
No. 53, $7.20; No. 63, $7.97; No. 66, 
$10.18; No. 76, $7.13; No. 34, $8.67 


each net. 
WIRE.—Dealers are beginning to show 
interest in stocks for the spring de- 
mand. Present call is light, with no 


change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80- rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 50- rod spool; smooth black 
wire No. 9, $3.25 cwt., and galva- 
nized smooth wire No. 9, $3.70 cwt. 





Wholesale Prices Moving 


Downward 


NDEX numbers of wholesale prices covering 404 
commodities reported upon by the 
Washington, 
157.7 in November to 156.2 in December. Both figures 


Labor Statistics, 


are close to the 157 of December, 1924. 
the main groups moved in accordance with the total, 


Nearly all of 


building materials, rising from 175.6 to 177, showing 


the only divergence. 
129.5 continue to hold the lowest position of all groups. 
The iron and steel component of this group at 137 is 
well below the 142.8 of a year ago, while the non- 
ferrous metals at 113, 


Bureau of 
dropped from 


Metals and metal products at 
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Sales Satisfactory in Chicago Market— 


Prices Firm on Practically All Lines 


(Chicago office of HARDWARE AGE) 


ing the past week. Sales are holding up well in practically 


gt HERE has been no material change in the retail situation dur- 


all lines, although competition is very keen, and it is doubtful 
if profits are as satisfactory as those of last year. 

The severe cold weather existing during the past week has tied 
up concrete, masonry and carpenter work on all buildings with the 
result that building materials are moving very slowly. Building 
permits, which started off at a high rate during the first part of the 
month, have slackened somewhat, and the total value in dollars and 
cents will run below that of January, a year ago. 

The automobile show, being held here this week, has attracted a 
great many out-of-town buyers, who are not only placing orders for 
automobile accessories, but are also in the market for miscellaneous 


hardware items. 


Sales on automobile accessories are not quite up 


to expectations, as climatic conditions have been very unfavorable. 
Mills report that there has been a lull in the number of orders 
taken for steel sheets, and the tonnage being placed is not in propor- 


tion with the tonnage now on their books. 


Specifications for blue 


annealed sheets have been much heavier than those of galvanized 
and black. Manufacturers of nuts and bolts state that an improve- 
ment is noted in the number of orders received and that they are 
operating at about 75 per cent of capacity. Buying of pig iron con- 
tinues to gain in volume, prices appearing to be stabilized. Prices 
on iron and scrap steel declined from 25c. to 50c. per ton during the 


week. 


AUTOMOBILE ACCESSORIES.—A 
great many of out-of-town buyers are 
here attending the automobile show, 


which is being held here this week, 


and, naturally, sales on automobile 
vr have been unusually heavy. 


uote from jobbers’ stocks, 
PP Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each: A. C. Titan, 58c. each; lots of 
= oo. A. ‘Special Ford, 44c, 


ach. 
-g SBot Light. — Anderson, No. 3280, 
Horn.—A. .A. Electric (Ford), $4 


each. 

Jacks.—National Standard No. 21, 
$1.20 each. 

Pumps. — Rose, 1%-in. cylinder, 
$1.65. 


Chains.—Non-skid, dozen pair lots, 
33% per cent discount. 

Tires and Tubes—30 x 3% oversize 
cord tires, $12.55 each; regular cord, 
$8.60 each: gray inner tubes, 30 x 
3 ie $1.80 each; red inner tubes, 30 x 

, $2.25 each 


AXES.Sales are satisfactory. Prices 


are unchanged. 


We quote. from jobbers’ 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. ‘base, single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—Sales show an 
improvement. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 
per cent discount; machine bolts, 


stocks, 


cut thread, 50-5 per cent discount; 
small 


machine bolts, rolled thread, 











all stove 


50-10-5 per cent discount; 
lag 


bolts, 75-5 perm cent discount; 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Prices on 
steel inside sets are not quite so firm, 
as some of the manufacturers have re- 
cently lowered their prices. This seems 
to be the only item affected. Sales are 


normal. 


We quote — jobbers’ 
f.o.b. Chicago, 3% x 3% steel butts, 
old copper and dull brass finish, 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.66 
per doz. pair; heavy steel bevel in- 
side sets, $6.25 per doz; steel bit- 
keyed front door sets, $1. 65 per set; 
wrought brass bit-keyed, front door 
sets, $3.25 per set; cylinder front 
door sets, $7.50 per set. 


stocks, 


CHAIN.—Prices are firm. Orders are 


being placed in a satisfactory volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %*%-in. proof. coil 
chains, $8.50 per 100 Ib.; Tenso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 


Prices remain unchanged. Sales are 
good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 


burrs, 45 per cent discount. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—The demand continues 
heavy for tubes and batteries. Prices 
are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Electrical Merchandise. — No. 14 


rubber-covered wire, $8 per 10900 ft.; 
in 1000-ft. lots, $7.75; No. 18 lamp 
cords, $14.25 per 1000 ft.; in 1000-ft. 
lots, $13.65; ™%-in., brush brass key 
sockets, 18c. each; two-way plugs, 
45e. each; in lots of 10, 40c. each; 
two-piece attachment plugs, 12c. 














each; dry cells, boxes of 50, 30%c. 
each; less than case lots, 34c. each. 

Radio Supplies.—Radio B batteries. 
No. 766, $1.40 each; No. 767, vy 
each; No. 770, $3.33 each; No. 
$2.62 each; No. 486, $3.85 each. 

Battery Chargers. -—Apco line, 
of less than 10, $13.50 each, net. 

Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 per 
cent. 


FIELD FENCE.—Futures are being 


lots 


shipped out by the jobber. Current 
business is good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $29.02 per 
100 rods; 1848-6-14%, $14.08 per 100 
rods. 

FILES.—Prices are unchanged. The 
demand is normal. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 


per cent off list; Nicholson files, 50 

per cent off list; Black Diamond files, 

40-10-5 per cent off list. 
GALVANIZED WARE.—Jobbers have 
not as yet advanced their prices on 
galvanized ware, although the manu- 
facturers have confirmed their ad- 
vances. Jobbers’ prices are considered 
a good buy, as there will, unquestion- 
ably, be an advance. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2, 
$7.20: No. 3, $8. 40: 10-qt. galvanized 
after made pails, $2. 25; 12-qt., $2.45; 
14-qt., $2.75: 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales continue in a _ good 
volume on account of threatened ad- 


vances. 

We quote from _ jobbers’ 
f.o.b. Chicago: Garden hose, 
quality, molded hose, %-in., 11%c. 
per ft.; %-in., l4c. per ft.; 5-ply, 
good quality, wrapped, 14-in., 9c. per 
ft.; %-in., Lawn sprin- 
klers, Rain King, $28 doz.; 
fountain sprinklers, $8 doz.; 
38-in. high, $24 doz. 


GLASS AND PUTTY.—Orders being 
received now are sufficient to warrant 
manufacturers’ keeping in full produc- 
tion. 


stocks, 
good 


original 
‘Rainbow, 


We aw from jobbers’ stocks, 
f.o.b. icago: Single strength A, 
25-in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. brack- 
et, 82 per cent discount: single 
strength A, all other brackets, 81 
per cent discount; double strength 
A, all sizes, 82 per cent discount: 


double strength B, up to 4 in., 87 
per cent discount; balance, 85 per 
cent. Putty, pure grades, $3.7 75 per 
100 Ib.; commercial, $3.40 per 100 Mb. 


HATCHETS.—tThere has been no price 
change made by local jobbers, although 
manufacturers have made advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.: first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium qual- 
ity hachets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—The market 
is firm, and the demand continues 
heavy. No advances in price have been 
made during the week. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughan-Bushnell, 
16-oz. nail hammers, $10.50 doz.: 
Maydole, $12.60 doz.: other makes, 
16-0z. machinist hammers, $7.85 doz.: 
Competitive grade, 16-0z. nail ham- 


mers, $4.50 to $6 











78 


HANDLES, AGRICULTURAL.—Sales 
continue in good volume. 

We quote from jobbers’ 
f.o.b. Chicago: 

Hay Fork Handles. o> re 
chucked and bored, best Bre = sk. 
an, $4.50 doz.; 5-ft., $5 
le-ft., $4 doz.; 5-ft., 

faa 2.40 doz.; 5- -ft., 2.80 rag 

Hay Fork Handles.—Bent, chucked 
and bored, best —— with strap, 
ferrule and cap, l4-ft., $7.50 doz.; 
5-ft., $8.50 doz.; KX ‘be nt, with strap, 
fe ‘rrule and cap, 4-ft., $5. rv doz.; 4%- 

$5.75 doz.; XX, bent, 6-ft., $4.50 

poly 5-ft., $5. 50 doz., x" Be 4%- 

t., $3 doz.; 5-ft., $3. 40, 

Manure Fork Handles.—Bent, best 
grade, 4-ft., $4.75 doz.; 4%4-ft., $5.10 
doz.; XX, bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; bent, 4-ft., $2.60 
doz.; 4%-ft., $2.95 doz. 

Garden Hoe Handies.—XX, 4'4-ft. 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake Handles.—XX. 51, - 

5 doz.; X, 5% ft., $3.25 doz. 
Handles.. Regular ree ay 
4 — awe Gee. 2 a 
$3. 90 doz.: D handle, be st gr en $7.9 
doz.; X grade, $6 doz. 

Spade Handies.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 

con- 


HANDLES, TOOL.—Business 
tinues on a very satisfactory basis. 
Prices remain unchanged. 


stocks, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Axe Handiles.—No. 1 Hickory, $4 


doz.; second growth 
hickory, $5 doz.: finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer WHandles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—Sales show an _ improve- 
ment. No change in price has been 
made. 
We 
f.o.b. 


in bundles, 
t-in., $1.60; 


$3 


doz.; No. 2, 





jobbers’ stocks, 
strap hinges, 
4-in., $1.03; 5-in., $1.42; 
8-in., $2.70; 10-in., $4.30 
per doz. pairs; extra heavy T hinges, 

in bundles 4-in., $1.56; 5-in., $1. 66: 
6-in., $2.08: 8&- in., $3. 56; 10- -in., $5.10 
per doz. pairs. 


ICE CREAM FREEZERS. — Orders 
continue to be booked for spring de- 
livery. Prices are unchanged. 


We jobbers’ stocks, 
f.o.b. White Mountain, 
l-qt., $5.65 list; 3-qat., 
$6.75 list; 4-qt., list; 6-qt., 
$10.45 list; 8&-qt., list; 10-qt., 
$18 list; 12-qt., list; 15-qt., 
$25.60 list; 20-qt., 25-qt., 
$42.60 list; Arctic, 1-qt., $4 list; 2-qt., 
$4.60 list; 3-qt., $5.55 list; 4-qt., $6.80 
list; 6-qt., $8.60 list; 8-qt., $11. 10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1-qt., $2.95 list; 2-qt., 
$3.45 list: =" 4-qt., $3 
list; 6-qt., $6. , $8.20 list; 
10 qt., $10. 75 . $14 list; 
15-qt., $17 list; 20-at., $21. 50 list. A 
discount of 20 and 10 per cent on all 
above prices. 


ICE SKATES.—The season 
over. Sales are falling off. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key clamp, Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair. Half Key Clamps, ker, 
Women’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and Boys’, 
$1.20 pair; Half Key Clamp, Hockey, 
Women’s and Girls’, $1.40 pair; 
Tubular Skates, Men’ Ss or Women’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—Sales are only fair. 
Prices remain the same as last re- 
ported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.: 


from 
Heavy 


quote 
Chicago: 


quote from 
Chicago: 
$4.85 list; 2-qt., 


is about 


with large fount, $14.25 doz.; Little 
Wizard, $8.50 doz.: Blizzard, $13 doz. 
LARD PRESSES AND SAUSAGE 


STUFFERS.—The demand is normal. 


Prices are firm. 


We uote from jobbers’ stocks, 
f.o.b Chicago: Enterprise No. . 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, 8-qt., $8.67 each. 
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NAILS.—No change in the situation is 
reported. Sales are only fair. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
5 per keg base; cement coated, 
per keg base. The extra for 
galvanized nails is now $2 for 1-in. 


and longer, $2.25 for shorter than 
l-in, 
OIL STOVES.—Sales are increasing. | 


Prices are firm. 


These are list prices. 
ounts are noted after 
PERFECTION— 


Dealers’ dis- 
each group. 


72 ee $17.50 
a. Ce a Bs. ccnvcoevsueds 22.50 
No. oa) Ae RS 4 sc cevies.oeweda 28.50 
No. 75 Eres. 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)— 


» & Soca * $17.50 
No. 43 3 SEPP 
Pe Ge OS Me occcccvtecdecds 28.50 

Puritan discounts same as VPer- 
fection. 

NESCO— 
No — Eee $9.50 
No ae ae. cc ccc ebvivic 17.35 
No 2 eee 22.00 
No. BELG 4 DUTMOFS.... ccc cccc cee 
No. Be ~@ WORORR. cvcccccccurs 39.50 
No. 1102 high shelf only....... 5.25 
No. 1103 high shelf only....... 6.50 
No. 1104 high shelf only....... 8.00 
No. 1105 high shelf only....... 9.75 

Nesco dealers’ discount, 30 and 5 

per cent. 
Ovens 
PERFECTION— 

No. 211 1 burner plain door.. .$2.50 
No. 211G 1 burner glass door. 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door.. 6.00 
LUE dab cdiuuacdinsenssbeaes 6.15 

Dealers’ discount, on 10 or more, 


30 and 5 per cent; less than 10, 30 
per cent, 
PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO— 
No. 05 1 burner solid door...... $2.10 
No. 5 1 burner glass door...... 2.25 
No. 010 1 burner solid door...... 4.15 
No. 101 burner glass door...... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 5.40 
No. 030 2 burners solid door..... | 5.40 
No. 30 2 burners glass door..... 5.70 
Dealers’ discount, 30 and 5. per 
cent. 

Water Heaters 
Pepcectsem BO. GER. ccccccccceve $40.00 
Pereeceom BO. Bh. i.cscccccece 80.00 

Perfection discount, 30 and 5 per 


cent in lots of 10 or more.. less than 


10, 30 per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 


Discounts same as on oil cook 
stoves, ovens and heaters. 
PAINTS AND OILS.—An_improve- 


ment is noted in the demand for all 
kinds of paints, oils, and _ supplies. 
Prices are unchanged. 


We ee from jobbers’ stocks, 
f.o.b. Chicag 
Linseed Oil. —Raw, barrel lots, 


— per gal.; 5-barrel lots, $1.03 per 
gal. . 

Linseed Oi!l.—Boiled, barrel lots, 
$1.09 per gal.; 5-barrel lots, $1.06 per 
gal. 

Turpentine.—RBarrel lots, $1.25 per 
gal. 
lots, 
extra 


$15.25; 


Alcohoi.—Barrel 
steel drums, 


Denatured 
65c. per gal.; 
$6, returnable. 

White Lead.—100-lb. kegs, 


50-lb. kegs, .25; 25-lb. kegs, $3.90; 
12%-lb. kegs, $2. 

Shellac.  Ndiy lb. cut), iy $3.15 
per gal.; orange, $2.85 per gal. 


English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 tb. 
—~ Paste.—Barrel lots, 7c. 


PYREX WARE.—A satisfactory vol- 


per 


ume of business is reported. Prices 
are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
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Bread a ae 212, $7.20 doz.; 
No. 214, $12 doz 

New Handled Casseroles. — Round, 
No. 622, $12 doz.: oO. $14 doz.; 
Oval, No. 632, $12 doz.; ae 633, $14 
doz.; Shallow Oval, No. 642, $12 doz. ; 


No. 643, $14 doz. 





Pie Plates.—No. 208 6 doz.; No. 
209, $7.20 doz. 
Tea Pots.—2-cup, _ doz. 4-cup, 
$24 doz.; 6-cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No. 
32, $14 doz. 
oe SKATES.—No change in 
price has been made. Orders for 
spring delivery continue in good 
volume. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller. skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 


$1.40 per pair. 
ROOFING AND PAPER.—Sales on 
roofing and building paper are expected 
to show an improvement in the next 
three or four weeks. At the present 
time, they are reported as quiet. 
We quote from jobbers’ stocks, 








f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade tale surfaced 
$2.65 per square; medium talc sur- 
faced, $2 per square; light talc sur- 
faced, $1.20 per square; red _ rosin 


sheathing, $57 per ton. 


ROPE.—Prices are strong. Orders 
show an improvement. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Standard 
brands, 25%tec. per Ib.; No. 2 anila 
24l%c. per lb.; No. 1 Sisal, 174ec. per 
lb.; No. 2 Sisal, 16%4c. per Ib. 


TORCHES.—Sales continue to be very 
heavy. No price changes have been 


noted. 


We quote from 
f.o.b. Chicago: 

Turner Master Line.—43-qt., 
each; 45-qt., $6.53 each; 47-qt., 
each; 48-qt., $7.18 each; 49-qt. 
each: 52-qt. (flat), $6. ‘96 eac 

Turner Baendaaa Line.—Gasoline- 
Kerosene, 9-qt., $5.33 each; 14-qt., 
$5.76 each; 22-qt., $6.53 each; 30-qt., 
$6.91 each; 38-qt., $5.76 each; 39-qt., 


stocks, 


$5.76 
toes 


jobbers’ 


$6.05 each 92-qt., 6.79 each; 93-qt., 
$7.42 each; 105-qt., $4.88 each; 205-at. 
$5.23 each. 


Oey & Lambert Torches.—No. 
$6.30 each; No. 144, $5.25 each. 
“Fire Pots.—Turner Line, No. 53, 
$7.20 each; No. 63, $7.97 each; No. 66, 
$10.18 each; No. 76, $7.13 each; No. 
34, $8.67 each. 


WIRE GOODS.—An improvement is 
noted in sales. Jobbers’ stocks are in 
good condition, and they are able to 


ship out orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; No. 8 black annealed 
wire, $3.05 per 100 lb.; No. 9 galvan- 
ized plain wire, $3. 50 per foo lb.; 
catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ib.; 80-rod 
spool galvanized hog wire, $3. 34 per 
spool. Polished fence staples, $3.50 
per 100 lb.; 12-mesh black wire cloth. 
$1.75 per 100 sq. ft.; 12-mesh galvan- 
ized wire cloth, $2 per 100 sq. ft., 
14-mesh bronze wire cloth, $5.75 per 
100 sq. ft.; galvanized poultry net- 
ting, 57%- 5 per cent discount; gal- 
vanized after made poultry netting, 
521%4-5 per cent discount. 


WRENCHES.—Prices are unchanged. 
The demand is good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 
60-10 per cent discount; Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 





Snap-On Wrenches. — Radio and 
electr cal it $4; No. 1601 Master Ser- 
vice Set, : No. 202 Heavy Set, 
$8.80; No. aa Ford Master Service 
Set, $14.85; No. 404 Universal Socket 
Set, $8.75: No. 505B Screw Driver 
Set, $3.40; No. 900 Square Socket 
Set, $3.70. All Snap-On Wrenches 
less 40 per cent. 
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TE. 


istol Grip” Saw Set | 





No. 695 


Patented 
April 8, 1924 








Folding 
Steel Saw Vise 





Made of Special Crucible and Channel Steel. The back 
jaw is faced with rubber which prevents vibration and 
makes saw filing practically noiseless. 

The lever is entirely out of the way. Length over all 
12”. Finished in nickel and black japan, baked on. 





This saw set is the only one on the market that allows 
setting of the tecth on both sides alike. This is made pos- 
sible by the oscillating plunger which is set to the pitch 
of the tooth. 


When setting a saw, this plunger comes in contact with the 
tooth at the proper angle and does not interfere with the 
teeth on either side. Popular with saw users everywhere. 


E. C. STEARNS & COMPANY 
Syracuse, N. Y., U. S. A. 


Sales Representatives: 
W. R. VOORHEES & CO., 417 Market St., San Francisco, Cal. 
THOMAS A. TROY, 150-152 Chambers St., New York, N. Y. 
GEO. J.M. RAMSDEN, Canadian Representative, St. Thomas, Ont. 


‘SN On Weir a 


REAL BEAUTY 
COMBINED WITH 
A 10-YEAR 
GUARANTEE 








Original designs, rare beauty and each article finished in lasting “SNO-WITE” ENA. : 
inten nes Enamel by a special process originated by our company. -SNO-WITE | 
When you offer such ware combined with a Ten Year Guarantee sales are quickly 
and easily made. We stand squarely back of every dealer who sells our products. 


GUARANTEE 


Originators of Porcelain Enameled Bathroom Trimmings 


AMERICAN ENAMELED PRODUCTS CO. 


Boston CHICAGO 


San Francisco Toronto 


New York 
Detroit 
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ARCADE 


era te TO ERR 
ons TOY. 


ICE TOOLS— 














No. 325 No. 200 No. 





No. 1 Ice Shave 





No. 1 Hotel Ice Shave 


Order your stock now to meet the demand for sea- 
sonable hardware products. ARCADE dependable 
HARDWARE will take care of your requirements— 
assuring you of first class merchandise, your cus- 
tomer’s guarantee of satisfaction. 

Arcade Ice Tools are guaranteed in every detail. The 
blades are made of the finest steel carefully ground to 
a needle point. Our Floral Tools are carefully made 
for long and satisfactory service. 


FLORAL TOOLS— 








ae ue 





for Catalog 
Show'ng Complete Line 


ARCADE MANUFACTURING CO., Freeport, Ill. 











The Hardware Council 


(Continued from page 57) 


by Cervantes in “Don Quixote” where the father of 
a young man just starting out in the world presented 
him with a horse and a small sum in gold. “Now,” 
said this father, “I have done all I can for you. You 
must go out into the world and take care of yourself. 
However, allow me to give you this one piece of 
advice: When anyone flatters you, look carefully to- 
your horse and put your hand on your pocketbook!” 


Se ae 


Nevertheless and notwithstanding, as we happen 
to personally know each member of The Hardware 
Council, not only the manufacturers but also the 
jobbers and the retail merchants, we feel con- 
strained to say that this Council represents the very 
best in the three divisions of the trade that could 
have been selected—all the men, not old but in the 
very flower of their maturity; every man on this: 
Council has spent his lifetime in manufacturing, job- 
bing or retailing; every single man without artificial 
support, by his own intelligence and energy, has: 
worked himself up to a leading place in his branch: 
of the industry, but even beyond this, it is the opin-- 
ion of the writer that every man on this Council is: 
above any petty selfishness or personal interest and. 
that he will work for the general good of the hard- 
ware business. 


In former years, there have been other committees: 
appointed in the hardware trade. Some of these: 
committees in their activities have been hampered 
by narrow-gaged thinking and petty jealousies. It 
is easy to criticize. Destructive criticism accom- 
plishes nothing. It must be remembered that even 
if these members of this Council do represent the 
very best character and intelligence in the hardware 
trade, nevertheless, they are not infallible. They 
are giving freely of their time and their very best 
thought to the problems set before them without 
any compensation of any kind. . While not expecting 
infallibility, the hardware trade at least should give 
The Hardware Council a fair opportunity to think 
out the problems of the hardware trade and lay 
their suggestions before the business at large. 


* ee 


The writer has not the slightest idea upon what 
lines The Hardware Council is working. He does 
not know what problems they will take up nor in 
what order they will be considered. We believe we 
are safe in saying that. all of the branches of the 
trade, taken as a whole, look with favor upon the 
appointment of this Hardware Council. The trade 
will be generous in their appreciation of the recom- 
mendations the Council may make. The eyes of the 
entire hardware trade, of manufacturers, of jobbers 
and of retail merchants, including the trade press, 
are fixed upon The Hardware Council. 
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HARDWARE STORES 
Find It Profitable to Display 





Chinawyte Bathroom Fixtures 


During 1926, national advertis- 
ing will tell more than three mil- 
lion homes about the many unique 
advantages of ‘“Easy-Set” China- 
wyte Bathroom Fixtures. 


All over the’country progressive 
hardware stores are making win- 
dow displays of these beautiful, 
cleanly fixtures in order to take 
full advantage of our publicity 
campaign. Chinawyte is 
a logical line for Hard- 
ware stores. It is a prof- 
itable line. Write today 
for full particulars. 





You can lift 
them off and 
wash them. 








J. H. BALMER CO. 


259-267 Plane St., Newark, New Jersey 
















The ordinary type of 
open-top cooler in 
which ‘“‘handled’’ ice 
melts in the water 
you drink, 





The XXth 


One reason why pure ice loses 
ite purity before it gete tv 
your drinking water cooler. 





“‘M a n-Handled” — a 
second reason why 
pure ice loses tte 
purity. 














Century Cooler— 
where pure water never meets 
**handled’”’ tice. 





A picture story 


that explains why we urge 
you to push “X Xth Century” 


HERE is a tremendous 

market for “XXth Cen- 
tury” Coolers. It is a rich 
vein of pay gold that many 
hardware men have not half 
uncovered. 
This is the reason. “XXth 
Century” Coolers sell the 
year round, Yet 
many dealers 
think their only 
market is in the 
hot weather. 
It is true sales 
take a jump in 
hot weather. But 
that is as much 
due to the push- 
ing of coolers by 
retailers as it is 
to the weather. 
The hot weather 
bugaboo is cost- 


ing many a hard- Safe, Sanitary — the 

XXth Century Cooler 
pays for itself every 
6 months in ice saving 


ware man a pret- 
ty flock of five 
spots. 

Remember this about sell- 


alone. 


ing “XXth Century.” If 





XX= CE 








you push them the year 
round—you sell them the 
year round. People can’t 
drink air or much alcohol 
these days. And remember 
you get considerably more 
for the slight effort required 
than you do for a package 
of screws. One 
is as good a seller 
as the other—if 
you only think so. 


If you want the 
real “low - down” 
on more profits 
from coolers, our 
Service Depart- 
ment will be glad 
to show you how 
others are gath- 
ering in the bank 
notes. Cordley & 
Hayes, 10 Leon- 
ard Street, New 

York City. 


World’s Largest Makers of 


Sanitary Drinking Devices 


eX COOLERS 
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Retail Store News 


The information contained in the following items, while com- 
piled from sources which we believe to be reliable, have not 
been verified in all instances by ourselves. 

Henry E. Drolet has established a retail hardware store at 
268 High Street, Lowell, Mass., under the firm name of the 
Belvidere Hardware & Paint Co. He has previously been en- 
gaged in the real estate business and will continue it along 
with his hardware venture. 

The Utility Hardware Co., Cleveland, Okla., an old retail 
hardware establishment, has been incorporated. with a capital 
of $6,000. Business will be conducted as heretofore. 

Niedert & Everding have succeeded to the hardware business 
of Hugo Pape, at Readlyn, lowa. 

The Goach Edentar Anette y~ > ee Jackson, 
suffered a fire loss of over $2,500 

The Fagan Specialty Co., John ——y proprietor., Prairie du 
Chien, Wis., operating an electrical supply business, has added 
a line of hardware. 

Robbins & Sanford, Searcy, Ark., have succeeded to the hard- 
ware, dry goods and furnishings business of R. A. Nelly in 
that city. 

F. E. Suncor = acquired the sporting goods store formerly 
conducted by H. Mayer at 46 East Main Street, Walla 
Walla, Wash. 

Groff & Hardy are reported to have established a retail hard- 
ware store at Decorah, Iowa. 

Cc. B. Cleasby & Co., pn 
the retail hardware business of W. 


Tenn., recently 


Iowa, has succeeded to 
Harlin in that city. The 


hardware dealers, is completing a four story brick warehouse 
in the rear of their local store. 

The Albany Hardware & Iron Co., 41 State Street, Albany, 
N. Y., has plans under way for a two story automobile service, 
repair and garage building on Arch Street, for company motor 
trucks and automobiles, to cost about $100,000, with machinery 


and equipment. 

The Stuart-Hurley Hardware Co., Newport, Ark., has suc- 
ceeded the Stuart-McLain Hardware Co. in that city. 

The Dedrick Hardware Store at Brodhead, Wis., has suc- 
— to the business formerly conducted by Dedrick & 

orty 

The Farmers Hardware Co. has succeeded to the business of 
the Central Hardware Co. at Buffalo, oO. 

Cc. C. Graham, conducting a retail hardware store at Glen- 
wood SOeNGe. Colo., has moved his business to 823 Grand Ave., 
that town 

Richter & Achtraberg, hardware dealers, 218 State St., St. 
Joseph, Mich., have succeeded to the retail business of Cc Cc. 
Dickinson. 

The J. H. Bagby Hardware Co., Centralia, Mo., has purchased 
a local building, which will be ‘remodeled and the company’s 
business moved to the new location. 

Carl Ray & Noble Wilson, Clarence, ea have bought the 
hardware and implement business of N. R. Benson in that 
city. 

The Harris Hardware Store, Paris, Mo., has succeeded to the 
business of Hedden & Harris. 

McLallen & Campbell have bought the store, business and 
equipment of the Holt-Ray-Hill Hardware Co. at Decatur, III. 





new owner now conducts a Rd store and will remodel 
the new acquisition, installing modern fixtures. 
The Wells Hardware Co., 5400 Lyndale Street, Minneapolis, E. 


was recently destroyed oy fire, with a loss of 93,500. 
ng, and business will be re- 


Minn., 
Plans are under way for rebuild 
sumed at an early date. 

The Mahan Hardware Co., Ho 
prietor.) has moved into the 
the Saylor Hardware Co., in that town. 
plements and furniture will be stocked. 


W. T. McCarty, Marietta, Okla., has purchased the hardware 
and furniture store of Alexander & Kerr in that city. So. 
H. A. & O. W. Pape, Monona, Iowa, are now conducting the 
hardware store in that town formerly known as the Bushing 


& Pape Hardware Co. 
W. D. Rode, Brownstown, IIl., 
S. W. Rode & Sons in that city. 


and incorporated at Tyler, Tex., 
J. G. Howle and associates. 


A. C. Pedrick & Co., hardware and furniture, 
has plans underway 


for the erection of a one-story brick building and will install 


who recently suffered a fire loss of $80,000, 


modern fixtures and equipment througout. 


George B. Morton, 
Charles Ice Lumber Co., Cape 
Morton Hardware Co. 
retail hardware store March 


Fioyd A. Davison has resigned as displa 
manager for the Clark Hardware Co., 13-15 
enter the wholesale 


Jamestown, N. Y., an will 
candy business in that city. 


C. A. Lundquist & Co., 


is now conducting the store of 


The J. G. Howle Hardware Co. has been recently organized 
with a capital of $35,000, by 


for many years manager of the Cape 
Charles, 
resigned a year ago on account of ml health, has organized the 

in that city and will establish a modern 


2 Roosevelt Square, Jamestown, N. Y., 


T. L. Risden, 


gy 
City, M 
$10 Walnut St. 


kins, Mo., (B. W. Mahan, pro- T 
uilding formerly occupied by tablished a 
Hardware, farm im- Nebr. 


Erie, II, 
W. Reisenbigler in that town. 


Bunting Hardware 
o., has acquired the Wyandotte Seed & Hardware Co., 


has succeeded to the business of 


Co., 510 Minnesota Ave., Kansas 


he Marquardt Woolhether Hardware Co. has recently es- 
retail store in the John Miller Bldg., Fremont, 


H. P. Zehnpfennig has succeeded to the business formerly 


Dak. 


R. N. Craig & Son, Otwell, 
tail hardware store of Charles Harris in that city. 

The Ogden Hardware Co. has recently been organized and in- 
corporated at Ogden, Utah, with a capital of $10,000 by Allen 


conducted under the name of Zehnpfennig & Brown, Parkston, 


Ind., are now operating the re- 


Cameron and associates. 


at Fennimore, 
concern. 


Douds, Iowa, 


Va., and who 


and associates. 


by William F. 


and advertising 
Iasi John Ose, 


t Third Street, 


and retail 





Story City, 
hardware business of August Kleaveland in that city. 


James Fortune, operating a 
Myrtle, Mo., recently sulared a fire loss of $10,0 


The A ava gee ~ 4 Co. has recently been incorporated 
Ss 


with a capital of $30,000. It is an old 


Cc. W. Ott, conducting a leather and shoe business at Oska- 
loosa, lowa, has plans underway to add a line of hardware and 
harness about April 

H. M. Mackprang has discontinued business at Peru, Nebr. 

The Multnomah Hardware & Furniture Co. has been organized. 
at Multnomah, Ore., with a capital of $9,000 by H. J. McDonald 


The Preib Hardware Co. has been organized at Chicago, IIl., 
Preib, with headquarters at 5416 N. Clark St. 


Iowa, has succeeded to the retail 


hardware and grocery store at 


Causes of Increasing Costs of Distribution 
Discussed by Hardware Council 


the general plan presented by Mr. 
Thompson was approved, with the rec- 
ommendation that all work with the 
retail hardware associations for the 
development of a constructive program 
to the desired end. 


Text Book Revision 


Approving the work of the National 
Retail Hardware Association in its 
campaign for the revision of arith- 
metical texts so as to present the cor- 
rect theory of profit to students, the 
Council recommends that the several 
associations cooperate in the continu- 
ance of this work and in bringing the 
merits of modern terminology to the 
attention of educators and_ those 
charged with the selection of school 
texts. 


(Continued from page 43) 
Other Problems 


Considering the question of resale 
price maintenance, the Council de- 
cided decision as to trade attitude not 
within its scope, but a matter for the 
determination of the separate groups. 

The Council discussed a variety of 
problems of timely interest to the 
trade in the light of the opinions voiced 
by the representative of each group, 
but following its announced policy, de- 
cisions will be reached only after a 
thorough consideration of all the facts 
which can be made available. 

In pursuance of such policy, com- 
mittees were appointed to study, and 
report at the next meeting, and con- 
clusions on such important problems as 
improvement in better business man- 
agement and how manufacturers’ sell- 


ing helps can be made more productive. 
A third committee will make special 
surveys to determine, if possible, the 
outstanding things which each trade 
branch may do for the betterment of 
the trade as a whole. 

At the closing session the members 
of the Council expressed themselves as 
believing the meeting highly produc- 
tive, and while it was recognized that 
the Council cannot be expected to make 
its work immediat'v effective, the 
opinion prevails that its activities are 
progressing as rapidly and success- 
fully as its most ardent advocates 
could have hoped. 

The next regular meeting ‘of the 
Council will be held in Indianapolis, 
commencing the third Monday in Sep- 
tember. 
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Steel Sheets that Resist Rust! 


The destructive enemy of sheet metal is rust. 
It is successfully combated by the use of pro- 
tective coatings, or by scientific alloying to re- 
sist corrosion. Well made steel alloyed with 
Copper gives maximum endurance. Insist upon 


KEYSTONE 


Rust-Resisting 


Copper Steel 
Black and Galvanized 


Sheet 


and Roofing Tin Plates 




















ct, 
KEYSTONE 
OPpER stt™ 
Quality 


Service 





. ~ = 


Keystone Copper Steel gives superior service for roof- 
ing, siding, gutters, spouting, metal lath, culverts, tanks, 
flumes, and all uses to which sheet metal is adapted, 
above or below the ground. Our booklet Facts tells you 
why. Wemanufacture American Bessemer, American 
Open Hearth, and Keystone Copper Steel Sheets and 
Tin Plates for every requirement of the sheet metal 
working, hardware, and builder's supply fields. 


Black Sheets for all purposes 

Keystone Copper Steel Sheets 

Apollo Best Bloom Galvanized Sheets 
Apollo-Keystone Galvanized Sheets 
Culvert, Flume, and Tank Stock 
Corrugated Sheets 

Formed Roofing and Siding Products 
Stove and Range Sheets 

Tin and Terne Plates, Black Plate, Etc. 


Our Sheet and Tin Mill Products represent the highest standards of quality and 
utility. and are particularly suited to the requirements of the metal working, and 
construction fields. Ask your distributor or write nearest District Sales Office. 


American Sheet and Tin Plate Company 


General Offices: Frick Building, Pittsburgh, Pa. 
District SALES OFFICES 
Cincinnati Denve Detroit New Orleans 


r 
Philadelphia Pittsburgh St. Louis 


Pacific Coast Representatives: UNITED STATES STEEL Propucts Co.,San Francisco 
Los Angeles Portland Seattle 


Export Representatives: UNITED STATES STEEL Propucts Co., New York City 











Chicago New York 
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W hen dealers 
say SO.... 





you can believe it 


E have on file the opinions of over a 

hundred dealers extolling the new grey- 
enameled Alaska Grey Goose Freezer. They 
say: “It is great, a fine freezer. Every woman 
who sees it admires and wants one. The 
Alaska four-minute idea is surely a winner, as 
women all love time-savers nowadays.” 


The Grey Goose has a stunning coat of French-grey 
enamel, which keeps it new and smart looking and 
preserves the wood from wear. It gives a great air 
to your ice-cream freezer department. 


Like all standard Alaskas, it has the famous open- 
spoon dasher that freezes ice-cream in four minutes. 
It whips and aerates the cream to delicious smooth- 
ness. 

Beautifully made, as are all Alaskas, it has covered 


mechanism to prevent pinched fingers. It comes in- 
dividually packed, to keep each freezer clean and new. 


Advertised in National Women’s Magazines 


Every Alaska advertise- 
ment this year in Good 
Housekeeping, the Ladies’ 
Home Journal, McCall’s, 
American Cookery and 
Modern Priscilla, will men- 
tion the Grey Goose and 
tell women to ask for it. 
Be sure you have a good 
stock on hand to show. 
SIZES: 
1, 2, 3, 4, 6, 8 and 10 quarts 


Write us for prices 


ALASKA FREEZER COMPANY, INC. 
Dept. B5, Winchendon, Mass. 


Makers of the Alaska, the Cottage Special, the 
North Pole and the Alaska Household Electric 


ALASKA 


for delicious ice-cream 





























New York 


HARDWARE AGE 


JRL A\DING | 


The Quality Line 





NEW COLONIAL TRIM 











1104 
Plympton 


[7 ) \\ 1104 
Lig Cortland 








1104 
Putnam 





See This New Addition to our Line at the 


Philadelphia Show 


Write for New Catalog of Colonial Hardware 


Reading Hardware Company 


Reading, Penna. 


Philadelphia 


Chicago 


San Francisco 
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Modern Homes 
Want 
Modern Door Butts 


Owners of modern residences with hand- 
somely finished doors are usually particular 
about the Hardware. 

They want hinges that will add to appear- 
ances—not detract. These people are quick 
to see and appreciate the superior qualities 


of the 


GRIFFIN 


‘‘The Door Butt of America’’ 


The pleasing design of these hinges and 
the attractive finish give a touch that adds 
beauty to the home. 

These strong, all-steel hinges also give the 
right kind of “‘service’’ every time the doors 


are opened and closed. 








The Griffin is made in its entirety in ouF 
own mills—each butt wrapped in moisture 
proof paper and packed one pair in a box 
with screws to match. 

We want these popular butts which are 
finished in the various Griffin hardware fin- 
ishes to reach you and your customers in 
good condition. 


Let us send Catalog and quote prices 


GRIFFIN MANUFACTURING CO. 


WARENOUSE 


45 Warren St.NewYork ERIE,PENNA. 74w.LakeSst.Chicago,Itt 
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New York, 2 Hudson St. 
San Francisco, 116 New Montgomery St. 


BATH ROOM FIXTURES 
Delight the Housewife 


The beautiful designs and the ease 
with which all Ringco Fixtures may 
be cleaned appeal to every house- 
wife. Ringco Fixtures appeal to 
the thrifty also—they are made from 
enduring brass and will last as long 
as the house itself. 





The Ringco Line is large and varied. 
Every piece has a distinctive appeal 
that means a ready sale. 


Let us send you a complete descrip- 
tion of these attractive fixtures. 


BRANCH OFFICES: 


Chicago, No. 29 E. Madison St. 
Boston, No. 170 Summer St. 




























SPRUCE LADDERS 


\SEND for LATEST BOOKLET & PRICES / 


<W.W. BABCOCK C2 





ABCOCKs; 





WE PAY THE FREIGHT 
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Wood 
Screws 


SSSA S SAS 








ay 
BRIDGEPORT, CONN. 


Trade Mark 


THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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The “Home Town’’ Customer 


The Smiths, Browns, Joneses—-about every family 


in your town knows him. 


A word from him means a whole lot, especially UD AWSAYIG! 
when that word is “Perfect” and the product is WIDE rn 
4 AB Ti is| 
Screen Wire Cloth. . nee 
cto | | 
Because every home his family visits and every IKOLIT 


family that visits his home usually bring up the 
subject of screens. 

They just can’t help advertising “Perfect’”— 
their Windows, Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobber. 










LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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Screen Numbers— 


for use in marking screens. Come in 
pairs—one for screen and one for win- 
dow where screen belongs—18 pair in 
an attractive, two-color box, with enough 
nails for attaching. Number plates— 
11/16ths square—and nails are rust 


proof. 
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These screen numbers fill a long felt 
need most economically. 


Priced right to sell right with a good 
profit. 
Sample dozen on request. 


The Hart & Cooley Co. 


Dept. H.W. New Britain, Conn. 












TWO 


PATENTED 








ROLLING 
MOTION 
COG GEAR 









PATENTED 










OUTSTANDING, FEATURES 
CONSTRUCTION 


wd operating Cog Gear Head with 
Malleable Iron Cover over the gears— 
non-corrosive Glass Valve Seat which 
lengthens the life of the pump leathers—ad- 
justable base which simplifies installation— 
these and other outstanding features are re- 
sponsible for the widespread demand for 
a __ Myers Well, House and Cistern Pumps. 
_ They develop pump business and hold it for 
Myers dealers—quick turnover and better 
profits tell the story in few words. 


Write for catalog, information and prices 


Tae FE. MYERS & BRO.¢o. 


ASULANE | PUMP AND HAY TOOL WORKS 























SHLAND, OHIO 
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Growing demand for 








No. 1111—6 inches Wide Heel Cut Back 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., 


Selling Agents 
Wiebusch & Hilger, Ltd. 
New York 


Sharon Hill, 
Pa. 











ARMSTRONG’S 








Yur gowcrToowe utr CN ODINCE OND Coan 
HE ARMSTRONG MFG CC DRIVOLPORT CONN . 


Improved Nipple Holder 


No. 20 for No. 2 Stock 
Range %4—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 


The right nipple is always on the job . 





The Old Timer 


The Coes Knife- Handle 
Wrench has been put to 
every known test during its 
more than eighty years on 
the market. 


It has always measured up 
to the Coes Standard for 
Quality. It’s the wrench 
to sell for all general pur- 
poses. 


Seven sizes: 6” to 21”. 
Your Jobber will supply 
you. 





when you carry one of these tools. COES WRENCH CO 
“In Business Since 184]1’’ 
The Armstrong Mfg. Co. Worcester Mass. 
‘ rt SELLING AGENTS 
Conn. J C. McCARTY & CO........ 29 Murray Street, New York 
HN H. GRAHAM &CO...... 113 Chambers St., New York 
FENWICK PRERES. oc cccces 8 Rue de Rocroy, Paris, France 




















Do You Sell Poultry Supplies? 


The Patterson & Young 


Incubator Moisture Guide 


Scientific — Accurate — Practical 
Solves the Moisture Problem in incubation. 
Is NOT a Hygrometer—BUT Records Evapo- 
ration. Approved by Agricultural Colleges, 
Experiment Stations and Thousands of Satis- 
fied Users. Selling for the first time through 
the Regular Trade. Wide Demand exists 
joe Incubators are used. Ask Your 
obber. 


The Moisture Guide Co. 











217 E. Olive Ac. Springfield, Mo. 
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F actory Facilities for Hardware 
Specialties 


A large factory equipped with Automatic Screw Machines and a complete line of 
second operation Machines, including a large assembly department, will gladly fur- 
nish estimates to Manufacturers on complete Hardware or electrical specialties. 


Write Box G966, care of “Hardware Age,”’ New York. 














DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 


Meta 


3, Diam. with Eye %. Inside 


ee 





Better 
Machine Screws 





Quick Shipment for the 
I d 
Oliver Iron and Steel Corp. Hardware Trade 
1001 Maurie St. 
PITTSBURGH, PA. HARVEY HUSSELIE 








ESTABLISHED 1863 Oa we uasr sewer 

















YOU CAN SELL ’EM 


Women are quick to appreciate the 
satisfaction in having clean, pure, 
delicious, wholesome Ice Cream, 
made at home, under their own 
s supervision, in our easy running, 

== quick freezers. They take very 
e- little ice and salt and freeze so 
quickly, it’s really no trouble at all. 


They sell on a 35 year reputation and they stay sold. This means 
permanent profite for you. 

The Blizzard is sine im construction and a trifle cheaper, but sells 
as well as — the Lightning or Gem and should be ordered with 
oe atyle to satisfy the demand. 

eo ‘in touch with te jobber early. Be sure to include sales 
“~~ THEY ARE FREE 








n order, or write for these direct to us. 
TH “ASKING. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia 
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Bronze ana Copper 


Spargo Wire Co., 





FLY SCREEN CLOTH 


Spargo is real fly screen cloth that looks the 


part. 
And besides its attractive appearance, du- 
rability is woven into every square foot of it. 


Write for prices. 
Rome, N. Y. 

















Bells and Bell Toys 
For 


HARDWARE, SADDLERY 
and TOY TRADE 


Also for the manufacturers of 
Electrical Bells, Telephones, 
Clocks, Recorders, Registers, 
Typewriters, ‘etc., etc. Special 
sizes made to order. 


The N. N. HILL BRASS CO. 
East Hampton, Conn. 








BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 


23 years. 
Sample free. 


BURNLEY BATTERY & MFG. CO. 


NORTH EAST, PENN. 

















YER CUSHION 


Lb RE 
Insure perfect oe service for any line of merchandise. 


with convenient full 




















Ku 


ack tread steps, pro 

cial our Gel dies of Eablien- onenth mounting 
antes att con, Both hands free to remove or 
replace stock without danger of falling. Cushioned Tired 
Trolley and Truck Wheels. eliminate noise and prevent 
vibration. Erection as simple as A, B, C. Utilize 

small space. Make top shelves safely available : 


7 Sesign steely boi One style--neat of aft 
ely — ~any . 


‘tek oes D. 
Can Ged al re ALAND. 











Ve G-W mls 


ilps GW (NI 


sy ( 
GIFFORD-WOOD CO. 
“ 7 Hill St., Hudson, N. Y. | 
New York Chicago Boston Pittsburgh jf 


fy. in th (| 
i ‘inp 
= 


KOOKS im 


Made in all types for every - harvest- 
ing and handling iremen 
Write for price “~ and li sheet. 


innit LCG (S 


Y Ice Too +" ‘cools, 
| 


V 


mill 


{N , idinbgniistesnin 
SE 


< 








, 





request. 
HACK SAW BLADES MACHINES 





“REDUCE YOUR COSTS” 


Samples furnished for testing. 
Write for catalog and prices. 
Sold by Jobbers. 





DIAMOND SAW & STAMPING WORKS 
BUFFALO, N. Y. 














i a 


play cards, streamers 
and special sale pes? 
If not, you should 
order a NATIONAL 
S H O W CARD 
WRITER today and 
have your own sign 

shop in which to "ie 
this work. The sav- 
ings effected by 
printing your own 
cards more than 
off-sets the 
cost of the 
equipment in 
the first thirty 


days. 

Write for illus- 
trated folder 
and prices. 
1602 Suiverelty i. 
St. Pau 


National Sign Stencil Co. 
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(Reg. U. 8. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 
SCREWS 

STOVE BOLTS 


ervice 





Quality 
Samples Gladly on PP 





CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 





















Ready for Vous 
Spring Seed 
Rush? 


Place Reichard Magic 
Weeders on display. Their 
distinctively superior fea- 
tures—especially the Spring 
Tooth—will immediately at- 
tract attention—arouse an 
urge to handle and to get 
the ‘‘feel.”” Then—the rest 
is easy—the sale is made. 


You'll find housewives and 
backyard gardeners ready 
customers. 


WRITE 
REICHARD 
O 

















F. H. REICHARD MFG. CO. 
BANGOR, PA. 
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1924 MODEL DOOR CHECK 










We Give an Absolute Two-Year Guarantee 
Covering This Check 


Illustration oy with HOLDER ARM; can be supplied with 
REGULAR 


Operates RIGHT or LEFT-HAND doors without any change 
in the mechanism 













Circular upon request 


THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 10! PARK AVE., N. Y. 












HELLER’S ADVICE 


On proper store arrangement, display and storage 
problems can absolutely be depended upon. 





+ I EI cs 


% % PR - a 
eee ge FE Sa rs —_— 
maaree Simian : 
<< vs ae sean ates 
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There is a little booklet “The Heller System of Larger’ 
Profits” which will help you. Send coupon today for 
your copy. 
W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 20 Vesey St., New York City 
W. C. HELLER & Co., Montpelier, Ohio 31A 
ear send the new book, “The Heller System of Larger 
rofits.”” 


PE. Jcceced webs ¢6s6 en COWe ew eee edhe at skies 6 oeeks 


eoeeeeeeeneeeveneeeneneee eteeeeeneeeeeeeeeeeeeeneeneeeseeeeeeeeeee 
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bid YouEverSee—— 1 
a LAWNMOWER | , 
bo This? rT 


THE 
67 
















e: mains N bet “a ‘pe (N46 
TRIMMERS 
EDGER A Great Labor Saver 


Lawn Mowers and Lawn Lawn Sstmmess 


GRANITE STATE MOWING MACHINE CO. 
HINSDALE, NEW HAMPSHIRE 
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“The Line That Keeps N “Moving” 


It takes steam te make the engine “‘Ge’’ and takes more than good 
materials te keep tools m 
We've built ““Go’’ as well as Quality inte the complete line of ““Threadweil”’ 
Tools. Get the Catalog 


The THREADWELL TOOL CO., Greenfield, Mass. 








New York City Philedelphis ; Cleveland San Fransisce 
896 Broadway 8069 Harrison 309" Wriaiey 185 8%. Clair 604 Missien 8t. 
Bidg. Bldg. Ave. 0. 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 


of QUALITY 


Manufacturers of the finest line of Garage Door Dlardware. 
Kecommend Allith products for satisfaction. Let us send 
you our new Catalog. It is considered the most complete 
ever published—a request brings it FREE. 
Representative jobbers distribute A-P 
products throughvut the United States. 
Door Hangers Fire Door Hardware 
(.arage Sone Hardware Overhead Carriers 
Nvliling Ladders Spring Hinges 


ALLITH-PROUTY CO., Danville, Il. 











Osborne High Grade Punches 


Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 


Belt Punches 


Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 


quality. 
The above = will) please your customers, as well as our famous Round 


and Oval Pw 
Remember we have had 89 years of successful manufacturing experience 


employ only skilled workmen and use the finest quality of materials “- 
making our products. 
yy B— stand back of every tool we make. Try us. Write for Catalog 
Cc. 8. OSBORNE & CoO., NEWARK, N. J. 
ESTABLISHED 1826 








PaineT oggleBolts 


The only pring type toggle 
on ¢t market. 


The wings open in- 
stantly in any position 
in hollow material. 


pnd style head 
a bolt 









threaded 

















American Steel & Wire 


Company 
New York, Boston, 
ay Birmingham, Dallas. 
U. 8. Steel Products Co. 
San Francisco, Los Angeles, 
Portland, Seattle. 


BARBED: Am. Glidden, Am. Special, 


dden, 
Waukegan, e774 ey eae Junior, Lyman. 
Hot Galvanized Nails. 


NAILS, SPI STAPLES ’ 
ZINC INSULATI FEN cs. Se Royal, Anthony, 





Nationa ab hy = Steel Gates 
BANNER former! Arrow) STEEL POSTS. 
CONCRETE RE Oo 
BALE TIES: Old reliable brands. 
TELEPHONE WIRE. 


WIRE for every purpose. 
Quick Delivery. Write us for selling plans. 














to head 
Requires no guiding— 
just insert—The spring 
does the rest. 
a on eel 


THE “PAIN E COMPANY 


or. Sacramento Blvd. & Carroll, Chicago, II. 
33 Warren St., New York, N. Y. 













> 
~~ 
= 
= 
w 


400 N. Monticello Ave., Chicago, lil. 
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ANCHOR BRAND 


FLYER 


F OR SPECIAL SALES 





BIG 
VALUE 


670 PRINCESS 
Also 670S Princess for Square Tubs 
and 6/70B Princess Bench Wringer 


Ask Your Jobber or Write 


Lovell Manufacturing Co, Erie, Pa. 
Branch Offices and Warehouses: 
BOSTON CHICAGO NEW YORK 
Pearl St. 62 E. Lake St. 86 Warren St. 











The New 
Boston Rubber Chair Tip 


SprinGriP Trade Mark The Tip and Its Parts 
Wig Brass Washer Brass Nail 





The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 
Same. 





Spring 
Socket 





Patented 
Send for Catalogue 





THE ELASTIC TIP CO. 


Manufacturers of 
Rubber Specialties 


370 ATLANTIC AVENUE 
BOSTON, MASS. 


our ae 
talog Buyets 
in| @tal log 











(THEY have a perfect average temper for 
all work. Their wider cutting edges have 
a slight natural round for better cutting. 
They dull very slowly and are restored to 
high efficiency with a few file strokes. Made 
of special Vanadium steel. 
See our Catalog 
Tue Vicuek Toot Co. Cleveland, Ohio 
EASY TO SAY VELCHEK 


VLCHEK TOOLS 


MADE BY THE WORLDS LARGEST PRODUCERS OF TOOL KITS 


VLCHEK 
COLD 
CHISELS 


Russell a 
Auger Bits 


Satisfied 
Customers. 


Profitable 
Sales 


R sell. Jennin ings I Mig. Co, 


Chester, 


\ 


\ 


QA 
SAA \\" 


\N 












ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a tented 
process we increase the density of gQrr steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can a The Allen process makes 
deep, perfectly- ormed ae ay 4- 
the bottom. e entire length of 

utilized either for solid metal at the point, or depth of oe Ke 
for os : wrench. All sizes in stock from % in. to 1% in.; 
any length, point or anae Also Socket-Head Cap 
lly ap Extensions and Socket Wrench Sets. Dealers: 
Write for catalogue and sales proposition. 


The ALLEN MFG. CO.tikrtForb. CONN: 




















PATENT APPLIED FOR 


“KEYCO” Sure Grip Pipe Wrench 


Wonderful grip. Super strength. Made from 
Alloy Steel heat treated by our own process. 
Light and handy—can be used with one hand 
on pipe, nuts or studs. Instant release. Sizes: 
7 and 9 in. Widely adaptable. “Keystone 
quality.” Write for Discounts. 


The Keystone Manufacturing Co. 


Sales Representatives—Surpless, Dunn & Co. 
Buffalo, N. Y. 


New York Chicago 
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BUSINESS OPPORTUNITIES 


HELP WANTED 





FOR SALE—HARDWARE BUSINESS IN LARGEST town in 
Muscle Shoals district, 15,000 population. Population of trade territory 
about 100,000. Business established twenty years. Only one other real 
hardware store in town. Splendid agricultural surroundings, and a rapidly 
growing industrial section. There is a strong demand that business be 
continued. Sixty-five thousand dollars of business in 1925. Stock and 
fixtures will inventory about twelve or fourteen thousand dollars. Splen- 
did opportunity for right hardware man. A. T. PUTTEET HARDWARE 


CO., Florence, Ala. 





FOR SALE—GENERAL HARDWARE, PAINTS, Etc. In the section 
of New England which is experiencing a most rapid growth. The eyes of 
the country are upon Cape Cod. A village center property; modern store 
with superb window display and most business-like fixture equipment; 
a ensive stock with no dead wood. Fine chance to expand by 
establishing contract plumbing as this is the section where building opera- 
tions are truly extensive. The home which is included would surely suit 
. — for quick sale. Address Box G-973, care of Harpware AGe, 

ew York, 





FOR SALE—STOCK OF HARDWARE, implements, furniture and 
tinners’ tools; will invoice about $14,000.00. I also wish to sell brick 
store building in best town of 1,200 in Missouri. Have been in business 
40 years and wish to sell on account of poor health. The only hardware 
store in town, and the largest in county. If interested write Box G-946, 
care of Harpware Ace, New York. 


AND AUTO SUPPLIES located in fast 
growing section of the Bronx, New York City. Store is 25 x 80; 6 room 
apartment; annual average business $40,000. Stock and fixtures are 
worth $15,000. Will sell building, also adjoining property to expand, 
which we feel will be necessary within next few years. Terms to reliable 
concerns, Address Box G-971, care of HArpware Ace, New York. 





GENERAL HARDWARE 





ocx = 


WHITE ENAMELING—WE SOLICIT CONTRACTS ffor white 
enameling articles on quantity basis. Beautiful china-white finish ob- 
tained by our special process. Address Department H, E. H. TITCH- 


ENER & COMPANY, Manufacturers of “‘Bathwhite” Fixtures, Bingham- 
ton, New York. 


EXPERIENCED SELLER OF NOVELTIES, familiar with cutlery, 
would be willing to buy into going manufacturing concern, to the extent 
of about $50,000, making low priced line of flatware, or take over entire 
small plant. Must have good possibilities. Address Box G-976, care of 
Harpware Ace, New York. 


FOR SALE—STOCK OF GENERAL IIARDWARE, paints, house- 
furnishings, established since 1845. Located in a county seat of 6500 
people in Central Ohio. A good farming community, and a city of manu- 
facturing. Stock, fixtures and equipment will inventory $15,000. Ad- 
dress Box G-964, care of Harpware Ace, New York. 











FOR SALE—HARDWARE STOCK, FIXTURES and tools, located in 
Southern Michigan town of 2000 population. Annual business $45,000. 
Inventory can be made to suit prospective purchaser. II] health reason 
for selling. Address Box G-937, care of Harpware Ace, New York. 


FOR SALE—NUMBER OF SETS Allith-Prouty and Richards sliding 
door hangers for single and double doors. Also single and double sliding 
door locks. Attractive prices. BENGENER BROS., Austin, Texas. 


FOR SALE—HARDWARE 








and Housefurnishing store in Chicago. 








Good growing business. Opportunity. Good reason for selling. Long 
lease. Address Box G-962, care of HArpware Acg, New York. 
WANTED—IN LARGE RETAIL STORE near Chicago, competent 


general hardware man capable of handling all incoming goods, invoices 
and pricing of general hardware and housewares. Salary $1,600 to $1,800 
with larger opportunity. State experience and ability, age and other de- 
sirable information. Address Box G-977, care of Harpware AGE, 


New York. 
ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 


grade lines direct to dealers. G commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New York. 





_ WANTED—EXPERIENCED HARDWARE MAN. Apply by letter 
in handwriting, stating experience and salary. Address Box G-967, care 
of Harpware Ace, New York. 





goods and 


WANTED—SALESMEN CALLING on retail sportin 
CROSS- 


hardware dealers to carry side line of high powered air rifles. 
MAN ARMS CO., Rochester, N. Y 


POSITIONS WANTED 


SALESMAN—MAN WITH FIFTEEN YEARS’ experience in all lines 
hardware, including six years as buyer and manager and three years as 
owner own store, desires to travel for reliable manufacturer or jobber, 
with South Carolina and Western North Carolina as territory. Address 
Box G-969, care of Harpware AcE, New York. 











PURCHASING AGENT having ten years’ experience with large ma- 
chinery manufacturer, desires position as purchasing agent, salesman or 
sales correspondent in metropolitan district of New York. Mature execu- 
tive with broad business background. Address Box G-974, care of Harp- 
WARE AGE, New York. 





POSITION WANTED—PAINT DEPARTMENT MANAGER, by 
man of 45, with 15 years’ experience in this capacity, with wholesale or 
large retail store. Address Box G-947, care of Harpware Acz, New 

or 





SALES ACCOUNTS WANTED 


MANUFACTURERS NOW MAINTAINING selling staffs in New 
York City at a high overhead or considering this market will do well to 
communicate with our organization. House established over 80 years, own 
office and warehouse. Amply financed and equipped with complete sales, 
storage and delivery departments, seeks selling agency for metropolitan 
New York City and adjacent territory, including export. Would consider 
unrestricted territory on some lines. Later on would assist in financing 
if mutually agreeable. Give complete information regarding your products 
in first letter. Address Box G-975, care of HArpware AGE, New York. 


EXPERIENCED AND SUCCESSFUL HARDWARE MAN, 40 years 
of age, connected with one of best hardware jobbers in Middle West for 
24 years, would like to secure number of high Bow lines to present 
to hardware, drug and department stores in Kansas, Oklahoma and 
Arkansas. Connections effective April or May, 1926. Record of 20 years’ 
successful selling in this territory. Details of valuable background and 
sales experience for your products will be gladly given. Address Box 
G-888, care of Harpwarge Acze, New York. 











MANUFACTURERS’ REPRESENTATIVE IN PHILADELPHIA— 
Would like to secure one additional high grade line of hardware, which 
would work in with present lines, which cover, almost exclusively, builders’ 
hardware. Territory covering Jersey, south of Trenton to Sea Girt; 
Philadelphia and outlying territory to a radius of about thirty miles in the 
States of Delaware and Eastern Maryland. Address Box G-978, care of 
Harpware Ace, New York. 





YOUNG MAN WITH 10 YEARS’ experience selling to wholesale and 
large retail trade in and around the Metropolitan District would like to 
take on one or two additional lines. Prefer padlocks, latches or carpenters’ 
tools, but would consider any standard or staple and established lines. If 
you have such a line and desire a or experienced and hardworking 
representative in this district, address Box G-961, care of HArpwarge AGcg, 


New York. 











SALESMAN WANTED TO SELL a superior line of mechanics’ 
tool chests on commission. No objection to non-conflicting lines. State 
territory and other information regarding yourself in first letter. 
A. FISS COMPANY, 3939 Olive Street, St. Louis, Mo. 





HUSTLING SALESMEN wanted to sell on liberal commission basis 
our popular line of labor saving Magic Weeder Hoes to hardware trade. 


REICHARD MFG. CO., Bangor, Pa. 





WANTED—BOOKKEEPER AND OFFICE MAN, with experience. 
Entry work. <1 ae and correspondence. Apply to C. M. FELT, 
Huntington, L. I., N. Y. 





WANTED—LIVE WIRE, EXPERIENCED SALESMAN to sell lead- 
line of sliding door hardware in Boston and vicinity. Address Box 


in 
959, eare of Harpware Acrz, New York. 





CANADIAN REPRESENTATION—MANUFACTURER’S AGENT 
with office in Winnipeg and good business connection with the jobbin 
hardware trade throughout the Provinces of Manitoba, Saskatchewan an 
Alberta would like to hear from manufacturers who desire to enter the 
Canadian western market. Lines in agricultural tools, building and _rail- 
road construction, and heavy hardware particularly desired. Address 
Box G-954, care of HArpware Ace, New York. 


MANUFACTURERS’ REPRESENTATIVE WITH HEADQUAR.- 
TERS IN Chicago, covering the States of Illinois and Wisconsin, and 
thoroughly acquainted with the hardware and department store trade, 
desires additional line in builders’ hardware, hardware specialties or tools 
for said territory, or any part of it. Address Box 7147-A, care of Harp- 
ware AGE, 1507 Otis Bidg., Chicago, Illinois. 


MR. MANUFACTURER—WHAT LINE OF GOODS or specialties 
have you to offer a manufacturers’ agent calling on retail hardware and 
atito trade in South Carolina on commission basis? Address Box G-968, 


care of Harpware Acer, New York. 











LIVE CLEVELAND ORGANIZATION CALLING on hardware trade 
wishes to represent reliable manufacturers of hardware and hardware spe- 
cialties. We will carry a stock to take care of small dealers and handle 
their accounts. Address Box G-972, care of HArpware AcE, New York. 





WOULD LIKE REPRESENTATION OF manufactured products for 
the hardware and electrical trade in New York State. Manufacturers only. 
Address correspondence to Box G-970, care of Hanpware Acer, New Yor 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








WANTED—LIVE WIRE SIDE-LINE SALESMAN, who will work, SALESMEN WANTED (by manufacturers rated over $300,000.00 and 


C 
] 

New York, Pennsylvania, Illinios, Indiana, Michigan, lowa, 
Massachusetts, Vermont, New ampshire, 





Boston. Name territory. High 
articulars in first letter. INTERNATIONAL CLOCK & 


O., 93 Federal St., Boston, Mass. 


salling on retail hardware and drug trade to represent a large clock 


house, also Ingersoll watches on a commission basis for Southern States. 
Missouri, open. Exclusive territory. Full commission paid weekly, including com- 


Maine and Metropolitan mission on mail orders. We give salesmen real cooperation and have a 
ade references required. Give full | splendid proposition for the right men. Will only consider men who have 


in business over twenty-two years) to sell high grade, moderately priced 
line of aluminum cooking utensils to retail trade. Have choice territory 


made good in the selling field. State fully your selling experience and 
eereeey, you cover. LEYSE ALUMINUM COMPANY, Kewaunee, 
isconsin. 








WE WANT EXPERIENCED “HE-MEN” to handle our line of house ; 
and mill brooms throughout Atlantic Coast and Southern States. Firm j pe mpage woke Sd” WANTED TO HANDLE the newest thing out 
established 60 years. Liberal commissions. If you want a side line that in glass; a Bent Glass Towel Bar Can be carried as a side line by sales- 

ive you the extra that comes in handy—write us. MIDWEST men calling on buyers of bathroom fixtures and housefurnishing wares. 


will 
BROOM MFG. CO., Circleville, Ohio. 


Exclusive territory available to big producers. Address Box G-932, care 
of Harpware AGE, New York. 











Let US Help You Word Your “Want.” 


SALESMAN FOR NEW YORK STATE (outside of Metropolitan dis- 
trict) and for the East, calling on department, housefurnishing and hard- 
ware trade, to sell bird cages on commission for manufacturers established 
1863. Write, giving full details O. LINDEMANN & CO., 35-37 
Wooster St., New York. 














FORSTNER BITS 








The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 


THE PROGRESSIVE MFG. CO. - 


One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 


expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


-- TORRINGTON, CONN., U.S.A. 











The Ideal Salesman— 
Have You Found Him? 


The Classified Opportunities Section of Hardware Age 
is read by salesmen all over the country. 
The man you want will soon get in touch with you 
aa a small advertisement in this section. 

ry it: . 





WINSLOW'S 
Skates 


The Samuel VWVinslow Skate Mfg. Company 
Worcester, Mass, 














THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner Cook Stoves should mean greater profit for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Oonsider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Cook Stoves 





58 YEARS AGO 


Priest’s Clippers were 
introduced. Today 


PRIEST’S CLIPPERS 


need no introduction. 
They sell on their cutting 



































= with the Lorain High Speed Burner can you share these quality. 
profits ‘ 
AMERICAN STOVE COMPANY St. Louis, Mo. neat 
ashua, N. 
SCYTHES A X KE 4 an 
and American C Oil, Molasses and 
Scythes since 1912. Axes since 1880. me. ‘Pattern 
Made in All Styles. 
RIXFO RD peeatiel te, Vt. A n ° . Syracuse Stamping 
= = P oe Can Company re... 2 York 





























anufactured by 
U. 8S. Gudien't Pin Co., Montpelier, Vt. 
Sales Dep 


| ener aE PeeeenRNESUNNNReNSce Sauna eremeenene sateen 


J. L. THOMPSON MFG. CO. 


Waltham, Mase CRAYONS 


Tubular and Bifurcated 
— R I V E. T S — ST ANDARD caavon one Co. 





DanVers, Masss. 





| 2015 Union Bank Bilao. Pittsburgh, Pa. 











ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 





Insist on getting Genuine - ; 
““Pypo’’ Drain Pipe Cleaner 
- : Send for our Catalogue of 


Bold Beclusioely by the CUTTING TOOLS 


ACME OIL WORKS Trow & Holden Co., Barre, Vt. 





125 So. Front St., Phila., Pa. 























HARDWARE AGE 


February 11, 1926 





INDEX TO ADVERTISERS 





an 6s 0 at & Oo es ene. 
or 


Every care will be taken to index correctly. 
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BARROWS 
STERLING ieee 
WHEELBARROW CO. 


WISCONSIN 
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WANTED AGENTS 


























1H STEWART IRON WORKS CO. 


225 STEWART BLOCK CINCINNATI. OH'!O 














rT; 99 
Robertson “Horse Shoe Magnet” Hammers 
Permanent magnet which holds etek? sateen 


the tack in position for driv- 
pA gd Ra Pacifi 

est offere a e Panama-Pacific tion. 
Good profit. Write for price list. — 
ign trade marks registered U. & Pat. Off. 
ARTHUR R ROBERTSON 94 Pertland St. Bosten. Mass. 








NONE BETTER 
SOCKET WRENCH SETS 


NINE DIFFERENT SETS 


The New Britain Machine Company 
New Britain aid Connecticut 





CORRECT on 


sueen emai Oe 


AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


MACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


screw “TLE; NOX” rivers § 








Waste — Mops — Wicking 
Cleaning Cloths 
Caulking Cotton — Chemical Cotton 


Send for samples and prices 


ASSASOIT MANUFACTURING go. 


erry — yy —— > Fall River, Mass. ° 
New York Office - - - - - 350 Broadway 


Chicago Office - = = = 189 West Madison St. 

















The Mark of Dependability 


Y On GOOD TOOLS means quicker sales and 
more repeat orders. 30 years of fine tool 
reputation behind every sale you make. 


ARMSTRONG BROS. TOOL CO. 


314 N. Francisco Ave. CHICAGO 








aa » "ili ait' 


‘Superior’ Screw Driver Bits 
Five Sizes, 144 to % inch 














Makers of Every Kind 
of Screw, Nut and Bolt 





The Corbin Screw Corporation 
The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. bea 


Western Factory: Dayton, Ohio 














THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plaat of 
1000 MILITARY RD., BUFFALO, N. Y. 

















The New Design @ 


WHITE MOUNTAIN 


Triple Motion Freezer 








The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 
Plain or enamreled in 


STRATTO im 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 














aii BETTER WIRE CLOTH fii. if. fllbceeeclecsefreneth snneconiditttil 
Oatalog Ne. 8 A.B. matied gratie. 
BUFFALO WIRB WORKS CO., INO. 


(FORMERLY SCHEELER’S SONS) 


618 Terrace Buffalo, N: Y. 














Backed by a half century of success 
THE WHITE MOUNTAIN FREEZER CO. Inc. 


NASHUA, NEW HAMPSHIRE 








BROWN & SHARPE TOOLS 
| | BS : : re kot 3 Hage ie shia 
| — ~~ id for Smalt foot Catalog Na, 2° 


| AVN @& SHA RPE SES. CO 


| 





Tungsten Lampe ie shown by 20,008 re" 
tailers and 500 jobbers who sell them. 
Consolidated Electrie 
Lamp Co. 

DanVers, Mass. 

‘Licensed under the General Miectrie 
Company’s Incandescent Lamp patents.”’ 


Confidence in fampin, Brand 

















y, = fa 
Tye (LAWN MOWERS 


| 
\ 
h AMA 








98 HARDWARE 


AANA 
Al! 





rn'e 5 ; 
s+ - 
’ Vie 
Nae! sal 
- \" 


% ‘ \! é (te 
ae a 
J r= r+ 77-5 la / 
Vawaneeuwe ° ff; 
= em ts oe 
— = {tw sann nse ewe, 
: a ae A ae a ae a7, 


ae AW) yeetae en 4 j 
Ke 7 Hi gilt “y 4) 
SY ue i; q Lay ites 


al ; 
ae be 
i 
. 44 i 
; 





TTT 
Veeee: 
S — 
% S Wh 
SSA SSL | 101""()) | A 








AGE February 11, 1926 


This chart shows how 
many dealers expect As- 
bestos Shingles to show 
biggest future growth. 
Figures obtained from 
an investigation of one 
thousand dealers. 








ROWTH 


for Asbestos 





Shingles predicted by dealers 


*“‘What type of shingle do you think will show the 
biggest gain in the future?’’ 

That question was asked of more than a thousand 
roofing dealers, located in all sections of the country. 
And one out of two, or 51% of those replying, named 
Asbestos Shingles. Nearly twice the number of 
those naming any other type! 


And the reason why? ‘Durability,’ said three 
dealers out of four—76% of those replying. ‘‘Fire- 
resistance,” said 33%. Appearance and economy 
were other reasons given. Nine per cent said, ‘“‘As- 
bestos Shingles are better in every way.” 


NOW...the new million 
dollar Carey Shingle 


AREY built a million dollar plant and installed 

the finest machinery that money could buy in 
order to produce it—the New Carey Asbestos 
Shingle. And what a shingle! There has never 
been anything like it! For a special process of 
criss-crossing the asbestos fibers gives this shingle 
a toughness and strength never before possible. It 
is Carey quality all the way through—every sale 
you make means a friend for life. 






The NEW 


Carey Asbestos Shingles are made in a wide 
variety of shapes and sizes. Color effects of un- 
surpassed beauty—in weathered browns, slate gray, 
pottery red, blue-black. Easy to apply, and— 
every shingle is imprinted with the Carey name. 


Backed by a strong national advertising cam- 
paign, the popularity of this newest Carey product 
is assured. Its sales possibilities are endless. If 
you want to make money on it right from the start, 
get in touch with us at once. Mail the coupon for 


complete details! 





For complete 
information...mail 
this coupon today! 


These 
other asbestos 
products, too 


Along with the New Carey 
Asbestos Shingle, Carey 
announces production of 
Asbestos Lumber, Wall- 
board and Corrugated 
Roofing and Siding. A 
complete line! 


Write for details. 








The Philip Carey Company 
Lockland, Ohio. 
Please send me full details on 
the Carey Asbestos Shingle. 
I am interested in Asbestos 
Lumber, Wallboard and Cor- 
rugated Roofing and Siding, too. 























ASBESTOS SHINGLE 


Imprinted with the Carey name 


THE PHILIP CAREY COMPANY, Lockland, Cincinnati, Ohio 
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‘Millions of Peo 










LOUISVILLE 
SLUGGER 


BATS 
Will Help You 












% 


Your Store Can Profitably 
Tie-up With Both 


Hardware merchants learned long ago that to stock Louisville 
Slugger Bats means sure sporting goods business, With a 
larger advertising campaign running this season than ever be- 
fore, including space in The Saturday Evening Post, this 
will be especially true during 1926. 


Now the hardware dealer is offered another strong, timely line 
to add to his sporting goods department. Grand Slam Golf 
Clubs, made by Hillerich & Bradsby Company, are entering 
the market, featured by advanced principles of design, backed 
by more than a half-century’s manufacturing experience and 
sponsored by a strong advertising campaign in The Saturday 
Evening Post and other national publications. 


National Advertising on Both Lines 


The tremendous increase in golf playing and the demand for 
golf clubs is a great source of new business for dealers pre- 
pared to handle it. Grand Slam Golf Clubs, as well as Louis- 
ville Slugger Bats, should be ordered from your jobber. Win- 
dow displays, booklets and catalog, newspaper electros and 
other selling helps are available to you for connecting up your 
store with the national advertising we will do on each line. 
HILLERICH & BRADSBY CO., Incorporated, Louisville, Ky. 





GRAND 
SLAM 
CLUBS 


Wy EV a More Hits Will vf mprove 
gh = __| Your Golf Game 





ple Will 
ead These Messa 


CS 
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EVERY RIFLESHOOTING RECORD 
AT EVERY RANGE, 200 TO 1200 YARDS, 
WON WITH 
REMINGTON METALLIC AMMUNITION 


= it is Remington .22 shorts, or Palma .22 
Long -rifle, the .30 Springfield, Hi-Speed or Ex- 
press big game cartridges, the Revolver or Oilproof Pistol 
cartridges, the answer is the same—satisfied customers. 





oS i Feature this trade-building ammunition that is backed 
PALMA — a Remington by actual shooting results. It has earned a world-wide 
Lenpeiyes Lanteinge of reputation for Remington. It will add prestige to your 
remarkable accuracy. : 
business and establish your store as headquarters for 
the kind of ammunition that is 


Best on the Bull’s-Eye — Best on Game. 


Remington Arms Company, Inc. 
25 Broadway Established 1816 New York City 


Remington, 


RIFLES AMMUNITION SHOTGUNS GAME LOADS CUTLERY CASH REGISTERS 














